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THE NATIONAL NEWSPAPER OF MARKETING : 


‘I Get So Tired of Seeing My Name’... 


‘It's Not God's Will for Me to Go 


Davis Resigns at 
Ziff-Davis; Seeks 
Publishing Buy 


Cohen & Aleshire | 
Is New Name of 
Harry B. Cohen 


New York, July 5—Harry B.| 


'Cohen Advertising Co. celebrates 


its tenth anniversary next week by 
changing its name to Cohen & Ale- 


William Ziff Jr. Moves | shire and naming Edward Aleshire | 


from Administrative VP 
to Assume Presidency 
New York, July 3—Bernard G. 


Davis resigned this morning as 
president of Ziff-Davis Publishing, 


| to the presidency. 

Mr. Cohen moves from the presi- 
dency to chairman of the board, 
a move which will enable him to 
devote more time “to client contact 
and marketing and merchandising | 
problems of the agency’s clients.” | 


a company he had been with for 
30 years. 
Mr. Davis, who owned “a sub- 


stantial minority interest” in the| 


company, told ADVERTISING AGE 


| Mr. Aleshire has been exec vp | 
|and creative director of the agency 

since its founding. In his new post 
ihe will supervise internal opera- 
| tions. 


that “an offer was made to buy | 


my stock, and I accepted and I 
resigned.” The offer was made by 
William Ziff Jr. Mr. Davis added 
that it was “an amicable parting.” 

Succeeding Mr. Davis, who had 
spent his whole business life at 
the head of the operation that pro- 
duces a number of special interest 
magazines, was 27-year-old Wil- 
liam Ziff Jr., who joined the pub- 
lishing house several years ago 
as an executive trainee. Three 
months ago he was promoted from 
assistant to Mr. Davis to adminis- 
trative vp. 

Majority stockholders of Ziff- 
Davis are members of the family 


le “We have had a_ substantial 
'growth since our beginning ten 
|years ago,” Mr. Cohen said in an- 
lnouncing the changes. “These 
| moves are calculated to place the 


agency in a stronger operating 
position and insure continued | 
growth. 


“In 1947, when we started in 
|business, we had one client and 
total billings estimated at $600,000. 
|Today we are in the $8,000,000 to 
| $10,000,000 class. We had nine peo- 
| ple in the organization when we 
started out. Today we have 100.” 
| Much of the growth, he pointed 


of William B. Ziff, founder of the | out, has come from increased bill- | 
company, who died in December,|ings due to sales gains and the 
1953. The Ziff family includes Mrs. |addition of new products by pre- 
Amelia M. Ziff, widow of the|sent clients. “It has become evident | 
founder, and four children—two/|that we must broaden our scope 
sons, William Jr. and David, and | to keep pace with our growth and | 
two daughters, Mrs. Patricia Staf-| the moves announced today are a 


(Continued on Page 8) |step in this direction.” # 
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Commercial,’ Billy 


Evangelist Credits 
‘Local Groups’ for 
Promotional Success 


Did you know this billboard space is tree? 


By Maurine B. Christopher 


| New York, July 5—A _hard- 
|working evangelist with the good 
| looks of a matinee idol and the ef- | 
ficiency of a corporation president | 
currently has Broadway and Mad- 


QUADRUPLE-DUTY—-G. M. Basford Co. 
gets in a plug for two of its clients 
—plus the Fourth of July and the 
outdoor advertising industry—in 
this page in Business Week, July 6. 
The clients are National Starch 
Products and the Treasury Depart- 
ment’s payroll savings plan. 


CBS Leads in Busy | | 


Week of Signing | 
Net Radio Sponsors 


New York, July 3—Network 
jradio is going through one of its 
| busiest periods of the year. Twelve 
/new sponsors have been an-| 
|/nounced at CBS, nine at NBC and | 
itwo at ABC. Mutual Broadcast- 
ing System’s new format already | 
has attracted nine new advertis- | 
ers (see story on Page 64). 


Carter Earnings 


Zoomed After 


s s At CBS the sponsors are See- 
Miltown Bowed | man Bros. (Norman, Craig & 
/Kummel); Angostura-Wupperman 
Corp. (Ruthrauff & Ryan), and 
Ralston Purina Co. (Guild, Bas- 


Sharp Sales Climb |com & Bonfigli) a schedule of five 
| seven-and-a-half minute daytime 


a. 0 
for Drug Maker in ‘56 | drama units one week and six the 


WASHINGTON, July 3—Carter | "€Xt. ; . 
Products Inc., New York, filed a| Also signed with CBS are Best 
prospectus with the Securities &| Foods (Earle Ludgin & Co.), five 
Exchange Commission today which | Seven-and-a-half minute units and 
shows there has been nothing |Six five-minute segments per week; 
tranquil about the company’s sales | Aluminum Co. of America, (Fuller 
and earnings curve since the intro-|& Smith & _ Ross), alternation 
duction of Miltown, two years ago. | Schedule of two seven-and-a-half 


SEC Prospectus Shows 


ison Ave. experts sitting up and 
taking notice. 
Square Garden for weeks, is giv- 


demonstration of smart showman- 


Graham Declares 


Billy Graham, whose crusade has 
been packing them in at Madison 


ing the big town an impressive 


ship combined with effective ad- 
vertising and promotion. 

Before Mr. Graham’s New York 
crusade opened, there was a per- 
vasive advance buildup of the sort 
that would have excited envy in 
P. T. Barnum at his peak. 

Word of Mr. Graham’s coming 
to bring salvation to New York was 
wafted out over the air waves at 
station break time. A warm-up 
prayer meeting session was held 
five days a week on radio by mem- 
bers of the evangelist’s team. There 
were ads in every newspaper in 
this area. 

The team’s ace publicists were 
able to convince editors that the 
event was Page 1 news; many 
dailies assigned their top feature 
writers to do special series on Mr. 
Graham and his family. 


® Posters bearing Mr. Graham’s 
finely chiseled features appeared 
on the walls of subways and of 
(Continued on Page 94) 


Delacorte Names 
Helen Meyer to 
Dell Presidency 


Kellogg Halves Budget for In-Pack 
Premiums; Quaker Drops Premiums 


Kellogg Denies It’s 
Influenced by Ralston 
but Uses Same Arguments 


By Emmett Curme 


Cuicaco, July 5—Junior and his 
little sister will have to get along 
in the future with fewer squirt 
cameras, magic rings, puzzles and 
rare rocks in the boxes of dry 
cereals they pressure mom into 
buying. 

Kellogg Co., the largest manu- 
facturer of dry cereals in the 
world, told ADVERTISING AGE that 
starting this week, and for the re- 
mainder of this year, the company 
will cut its appropriation for in- 
pack premiums in half. 

And Quaker Oats Co., a user of 
in-pack premiums in its ready-to- 
eat cereal line for the past ten 
years, has quietly deserted the in- 
pack premium field completely. 
Quaker has used no in-pack premi- 
ums in cereals this year. 

The other two giants in the 
cereal business—General Mills and 
the Post division of General Foods 
—officially deny that they are re- 
ducing the use of in-pack premi- 
ums, but AA has been told by 
lower echelon employes of both 


he 


companies that in-pack premiums 
are on their way out. 


es “I want to make it clear that 
Kellogg is not completely abandon- 
ing in-pack premiums,” a Kellogg 
spokesman told AA. “But we are 
making a drastic cut in our use of 
these premiums.” 

Following are some reasons cited 
by Kellogg for its decision: In- 
pack premiums have lost a great 
deal of their selling power among 
kids because there are so many 
premiums in so many cereal prod- 
ucts. Benefits are short lived. Pre- 
miums are costly. A new premium 

(Continued on Page 38) 


Hecht of Sears 
Named to Head 
Reprieved OHI 


New York, July 5—Operation 
Home Improvement, originally 
slated for demise on June 30, has 
been granted a reprieve. 

Fred C. Hecht, general merchan- 
dise and retail sales manager of 
Sears, Roebuck & Co. has been 
named chairman of the Operation 


(Continued on Page 8) 


been climbing, growing from $11,- 
000,000 to $14,500,000 between 
1953 and 1955, the introduction of 
Miltown hiked sales to $22,700,000 
for 12 months ending March 30, 


Where the company’s sales had | 


minute units and one five-minute 
isegment; Grove Laboratories 
(Harry B. Cohen Advertising), 20 
weekly five-minute segments; 
Sara Lee Kitchens (Cunningham & 
Walsh), one quarter hour of “Ar- 


1956, and $41,800,000 for a similar | thur Godfrey Time,” a week, and 
(Continued on Page 95) i (Continued on Page 94) 


Last Minute News Flashes 


Tandy Gets Studebaker-Packard of Canada 

TorRONTO, July 5—Studebaker-Packard of Canada has named Tandy 
Advertising, Toronto, to handle its account. Studebaker received 
presentations from 18 agencies following resignation of the account in 
the United States by Benton & Bowles and Canadian Studebaker’s de- 
cision to use am all-Canadian agency to replace B&B. 


D'Arcy to Handle General Dynamics Corporate Ads | 

New York, July 5—General Dynamics Corp. has appointed D’Arcy 
Advertising Co. to handle its corporate advertising, formerly handled 
by Gotham-Vladimir Advertising. Gotham-Vladimir will, however, 
continue to handle the Electric Boat division, Groton, Conn., and the 
Electro Dynamics division, Bayonne, N. J. Other divisions will continue 
to retain agencies currently handling their accounts—Walsh Advertis- 
ing Co., Montreal (Canadair Ltd.); Buchanan & Co., Los Angeles (Con- 
vair); Charles L. Rumrill & Co., Rochester, N. Y. (Stromberg-Carlson). 


Epsco Names H. B. Humphrey, Alley & Richards 

Boston, July 5—Epsco Inc., manufacturer of data processing and 
control systems, has named H. B. Humphrey, Alley & Richards. The 
account was previously handled by Engineered Advertising. 


Street & Finney Gets 2 Whitehall Products 


New York, July 5—Whitehall Pharmacal Co. has appointed Street 
& Finney to handle the advertising for two new products. 


A. P. Delacorte Is Board 
Chief; George Delacorte 
Takes Vice-Chairmanship 


New York, July 5—George T. 
Delacorte Jr., the 63-year-old 
founder, sole owner and president 
of Dell Publishing Co., has 
stepped aside in favor of his eldest 
son, Albert P., and Mrs. Helen 
Meyer, long time employe. 

Albert P. Delacorte has been 
named chairman of the board and 
treasurer, while Mrs. Meyer has 
been named president and gener- 
al manager. The company said she 
thus becomes the first woman to 
head a large publishing house. 

The elder Mr. Delacorte, who, 
with $7,500, launched the house 
that publishes fashion, beauty and 
detective magazines and comics 
books, has been president for many 
years .He now becomes vice-chair- 
man of the board. 

The company, which canceled 
its magazine distributing contract 
with American News Co., effec- 
tive June 23 and announced it 
would move the 35,000,000 monthly 
copies of its publications to inde- 
pendent wholesalers effective June 
25, today announced the establish- 
ment of two subsidiary distributing 
companies. 


® Dell Distributing Inc. will han- 


(Additional News Flashes on Page 95) 


(Continued on Page 91) 
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Lanolin Plus 
‘Brainstorms 
Agency Choice 


Dr. Schultz Tosses 
Hypothetical Problem 
into Laps of 9 Agencies 


By Larry Doherty 
Cuicaco, July 3—Top executives 
from nine agencies “pitching” the 
Lanolin Plus account found them- 
selves involved, a month or so ago, 
in brainstorming sessions when 
they sat down at the conference 


CHRISTENED 
—Larabee and 
Lobelia are the 
names chosen for 
Elmer and Elsie’s 
twins in Borden 
Co.’s contest 
which drew 2,- 
963,103 entries, 
Borden says. 
Here the twins 
pose with Flora- 
Jean Seaman, 


table with Dr. Joseph Schultz, 
president of the cosmetics compa- 
ny. 

Instead of viewing the graphs, 
organization tables and sample 
campaigns found in formal agency 
presentations, Dr. Schultz used this 


YAKIMA, WASH., July 3—Pota- 
|toes, newest farm product from 
Washington to carry grower-fi- 


their maiden consumer advertising 
starting next month in Pacific 
Coast newspapers and network tel- 
evision in the Midwest, South and 
Southeast. 

For their debut, potatoes will 
draw on 20 years of promotion of 


Busy: Tizzy 

New York, July 2—An 
ADVERTISING AGE reporter to- 
day phoned an employe of 
Batten, Barton, Durstine & 
Osborn: 

“Joe Smitz, please.” 

“Oh, I wonder if I can have 
Mr. Smitz call you back. He’s 
in a brainstorm at the mo- 
ment.” 


|consistent market promotion with 
funds put up by growers. 

One of the initial ads in the po- 
tato series is headlined, ‘‘Now, for 
you from the land of the big, red 
unusual method of interviewing to|apples come finer, fluffier Wash- 
“spot quickly” the strengths—and |ington state potatoes.” Copy em- 
weaknesses—of an agency. 

After a month of these revealing | climate that have drawn national 
conferences, Lanolin Plus moved attention to Washington apples. 
its $2,500,000 account from Russel Promotion for potatoes is han- 
M. Seeds Co. to Kastor, Farrell, 
Chesley & Clifford, New York (AA, 
June 10). 

Dr. Schultz proposed a hypo- 
thetical marketing problem to the 
agency executives—account, crea- 
tive, art, media, tv production and 
research. He dumped into their 
laps a mythical packaged product 
—such as a medicated shampoo— 
and asked them to explain the 
steps they would take in market- 
ing and advertising this product on 
a national basis. 


|Potato Commission, which was 
|created last year, but too late in 
the season for anything more than 
a small amount of trade advertis- 
ing, plus research on improvement 


Stanton Protests 
Ike’s ‘Commercial’ 


Slur at Telecast 


WASHINGTON, July 2—CBS Pres- 
\ident Frank Stanton told the Na- 
® Dr. Schultz, who was research | tional Press Club yesterday that he 
chemist and later president at Lady ji, sorry his network failed to take 
Esther, until he went to Lanolin , stronger stand when it was cri- 
Plus two years ago, told ADVERTIS- \ticized by President Eisenhower 
(Continued on Page 44) \for carrying broadcasts by com- 
|munist leaders. 
The CBS president 


Farquhar Boosts MacFarland said he 


Robert F. MacFarland has been originally failed to comprehend the 
named a vp and account executive | ful] significance of the President's 
and elected to the board of direc-| press conference comment that the 
tors of Farquhar & Co. Inc., Utica,| CBS proadcast merely represented 
N. Y. He previously was with/the efforts of “a commercial or-| 
Moser & Cotins, J. Walter Thomp-| ganization” to do something sen- 
son Co. and N. W. Ayer & Son. 


sational. 

If it had appreciated the impor- 
tance of the President’s statement, 
Mr. Stanton said, in reply to a 
| question, CBS would have pointed 
}out the responsibility broadcasters 
| have to report news. 
| “We also would have pointed out 
that you can’t have a free press 
junless you have commercial en- 
terprise,” he added. “Someone has 
to provide oil for the lamps.” 


® In an indirect reference to the 
criticism that has been directed at 
CBS by President Eisenhower and 
others, he opened his prepared 
speech with the statement, “I come 
from a commercial organization.” 

He said in its ability to confront 
viewers with personalities in the 


a 
KAUTZMANN JR. has been 
promotion 


FRANK 
named ad and sales 


N. 


phasizes the qualities of soil and | 


| Apples... 


Ad-Built Fame of Washington Apples Aids 
State’s Potato Producers in Ist Promotion 


of handling practices and keeping 
qualities. 


open July 25, with weekly use of 


network of 46 stations stretching 
from Minnesota to Florida. Start- 
ing in August—the exact time de- 
| pending on the movement of late 
|summer potatoes—the commission 


Washington apples, the first farm| Will use eight weekly 210-line ads 
product from this state to receive | 


in dailies of Los Angeles, San 


Now, for You .-. from the 


land of the 
Big,Red 


idled by the Washington State) 


come finer, fluffier 
Waste ng dl 


XN 


- 


“1 
Deep, mineral-rich soil 
Did You Know? 
plus sunny days and coot nights 
‘That cite vinesies poe hem grow check full of 


are preserved by ithfal 
boiling potatoes cor 
teetly than by beak 


ny 


vitarmins 


a top energy frond 
' 


| 


POMMES DE TERRE—The Washington 

State Potato Commission gets its 

initial campaign under way with 

this newspaper ad scheduled for 
August. 


Francisco, Portland, Tacoma, Seat- 


| tle and Spokane. 


The commission will use Ann 
Director, of San Francisco, on food 
page publicity, and it also will em- 
ploy one of the field service men 


|\of the Washington State Apple 


Commission from July through 
October. a quiet period for Wash- 
ington apples. 

Trade papers scheduled are 
Chain Store Age, Packer, Progres- 
sive Grocer, and Supermarket 
News. 

Late in June the commission re- 
elected its officers, including Ezra 


| E. Benz, Toppenish, chairman; Da- 
jvid R. Clark Jr., Mabton, vice- 


chairman; and John Rambosek, 
Moses Lake, secretary-treasurer. 
Fred Ramsey, Yakima, continues as 
manager. 


2,963,103 Tried to 
Christen Elsie’s 


Calves, Borden Says 


New York, July 2—Borden Co. 
is jubilant these days because its 
$100,000 national contest to name 
Elsie’s twins (AA, Jan. 14) was 
“the most successful selling cam- 
paign in our 100-year history.” 

Larabee and Lobelia were the 
winning names in the contest, 
which drew a record 2,963,103 en- 
tries—“the largest single contest of 
its kind we have ever judged,” ac- 
cording to Reuben H. Donnelley 
Corp., which handled the competi- 
tion. 

According to Donnelley, 500,000 
entries in a contest requiring skill 
is average, and 1,000,000 is ex- 
cellent. 

Each contestant submitted a bot- 
tle cap or boxtop with his entry, 
|while an addiitonal 577,792 con- 
jtestants submitted a second evi- 
dence of purchase to qualify for a 


nanced promotion, will receive |® This year the promotion will | “bonus” prize. Thus, more than 3,- 


|500,000 Borden products were 


Dave Garroway via an NBC-TV| purchased for participation in the | 


| contest. 


8 A major factor contributing to 
the success of the promotion, the 
company believes, is that Elsie the 
Cow is known by 72% of the pub- 
lic, according to a Psychological 
Corp. survey last February. 

| Young & Rubicam handled the 
|contest advertising in cooperation 
with other Borden agencies: Ben- 
ton & Bowles; Doherty, Clifford, 
Steers & Shenfield; Fuller & Smith 
|& Ross, and local agencies. # 


CBC's Boss Too... 


Canada May Get 
New Ruling Body 


for Broadcasters 


Diefenbaker Regime 
Also May Relax TV 
| Station Licensing 


Ottawa, Ont., July 2—Far- 
reaching policy changes concerning 
tv and radio in Canada are ex- 
pected to be inaugurated by the 
Diefenbaker Progressive Conserva- 
tive government with a minimum 
of delay. 

Parliament Hill sources indi- 
cated the changes may feature the 
following: 


e Early appointment of an en- 
tirely separate quasi-judicial re- 


Corp. and private tv and radio sta- 
tions. 


e A pronounced loosening up in 
the granting of licenses for addi- 
tional private tv and radio stations, 
even though such stations would 
be in competition with publicly- 
owned CBC stations. 


|e A more aggressive policy on the 
part of CBC in going after more 
commercial business, including 
more sponsored programs, more 
advertising and spot advertising. 


gulatory board with full authority | 
over the Canadian Broadcasting | 


| 


NEwW—New 

provides more space and allows 

easy movability, says its creator, 

Berger-Rivenburgh, Chicago poiiit 
of purchase manufacturer. 


Dispens-Mor display 


Display, Dial Feels, 
Puts Grocers’ Deals 
on Wheels 


Cuicaco, July 2—To solve the 
display space limitation problem 
be grocery stores, Armour & Co. is 
|now using a new Dial soap display 
unit that stands in a grocery cart. 
It’s intended to combine the large 
capacity of a dump bin with the 
convenience of mobility. 

The display, called a Dispens- 

|Mor unit, was developed for Ar- 
|mour by Berger-Rivenburgh, Chi- 
cago point of purchase display 
|manufacturer. The display holds 
the equivalent of eight cases of 
Dial. 
Berger-Rivenburgh says such 
| units, which can be made for any 
grocery-retailed product, can be 
|set up within minutes and easily 
moved to strategic locations around 
the store. # 


Prices in Mail 
Order Books Hold 
Steady; Sears Cuts 


| Curcaco, July 2—On the heels of 
|news headlines about record high 
;consumer prices and predictions 
that prices will creep still higher, 
one of the “big four” mail order 
companies has issued a new cata- 
log with prices down on the aver- 
age, and the other three report 
prices are holding the line in their 
new fall-winter catalogs. 

Prices in the Sears, Roebuck & 
Co. fall and winter catalog, just 
off the press, are down 1%, on the 
average, from the spring and sum- 
mer book and 1%% from the 1956 
fall catalog, according to a survey 
|made by the mail order house on 
|2,000 items in various categories. 
| About 8,000,000 copies of the 4% 
| lb. catalog—the largest in 36 years 
|—are being distributed. 
| The 1921 catalog, largest ever 


|@ For many years, the Conserva-| published by Sears, had about 15 
|tive opposition has advocated in| pages more than the 1,530 in this 
| the strongest possible terms the| year’s Chicago edition. 

j}appointment of an entirely sepa- | ' 
rate regulatory board over both|*" Among the Sears lines which 
CBC and the private radio and ty|Show definite price reductions are 
home furnishings, wearing ap- 


manager of the Youngstown Kitch- 
ens division of American-Standard 
Sanitary Corp., Warren, O. For- 
merly ad head of the Texolite di- 
vision of General Electric Co., he 


succeeds John L. Williams, who 


resigned. 


actual process of making news, the The budget for the current fiscal 

itv interview makes possible an en- year, adopted at the same time, 

tirely new and significant personal| totals $150,772, which includes 

experience for millions of people. | $65,791 for advertising and $50,000 
He said CBS feels duty bound to! for research. 

bring the most important men and Advertising is handled by How 

| (Continued on Page 96) | J. Ryan & Son, Seattle. + 


somewhat similar 
| Board of Transport Commission- 
| ers, jurisdiction over Canadian Na- 
tional Railway and Canadian Pa- 
cific Railway. 


to Canada’s 


s The regulatory board, as con- 
(Continued on Page 92) 


stations. Such a board would be| 


parel, housewares and home re- 
|pair items. Prices of home appli- 
ances and specialty lines (jewelry, 
|cameras, office equipment) are 


about the same in the spring book, 
a Sears official said. 
The most expensive item shown 
(Continued on Page 93) 
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Ford Named to 
FCC to Succeed 
McConnaughey 


WASHINGTON, July 2—President 
Eisenhower today surprised the 
broadcasting industry by picking 
a former member of the staff of 
the Federal Communications Com- 
mission for the commissionership 
created by the retirement of FCC 
Chairman George McConnaughey. 

The seven-year appointment 
went today to Frederick W. Ford, | 
who had been on the commission’s | 
legal staff from 1947 to 1953. Dur- 
ing the past four years he has been 
in the Department of Justice, cur- 
rently as an assistant to Deputy 
Attorney General William P. 
Rogers. 

For the past several weeks, more 
than a dozen different individuals 
have been reported in line for the 
appointment, but Mr. Ford’s name 
was never mentioned. After George 
Perrine, chairman of the Illinois 
Commerce Commission, turned 
down the appointment last week, 
there were reports it might go to 
the commission’s general counsel 


grocers. Pacific News & Feature 
licity for 


preview—Herald A. O'Neill (left), 
cific Fisheries, and L. A. Petersen, chairman of the salmon industry 
committee for National Canned Salmon Week, Aug. 23-30, study the 
layout for a color newspaper page available free, in mat form, to 


executive secretary, Assn. of Pa- 


Service, Seattle, is handling pub- 


the week. 


Warren E. Baker. 

Mr. Perrine’s decision to stay 
away from FCC was made after 
the White House announced that 


the chairmanship was not avail- New York, July 3—One-tenth of 


Management Group Finds Companies’ 
Median Marketing Expense Is 10% of Sales 


among the 64 companies ranged 


‘$100,000,000 Liquor Ad Expenditure 
in 56 Was 9.5% Above Level of ‘55 


Sco {of 1955; the dollar figure for the 
Newspapers red Top year was $34,655,200, compared 


Gain Among Media, Says) with $28,578,500 in °55. 
‘ Tr ‘ “Newspaper advertising of vodka 
57 Liquor Handbook | jumped an amazing 322.6%, as ex- 
2 : | i s in the top markets went 
New York, July 2—During 1956 | Penditures in the ; : 
‘the liquor industry is estimated | ftom $755,600 in °55 to the 56 high 

to have spent approximately $100,- | of $3,192,800. : 
|816,000 in five major media, com-| “SPirit blends pres gp as the 
pe ; : t important single category, 
|pared with $92,073,000 in 1955. | MOS a 
Figures released this week in the | With spending of $11,444,400 = 56, 
1957 issue of “The Liquor Hand- |Co™pared with $10,110,950 in '55— 
book,” published by Davidson Pub- |#" advance of 13.2%. 
lishing Co. and compiled and ed-| “Liquor advertisers have become 
ited by Clark Gavin, show the|!™portant users of color ads in 
following breakdown for liquor ad- |"€WSPapers, with large-space in- 
vertising media: sertions,” Mr. Gavin notes, “and 
| continued technical progress in use 


1955 1956 |of newspaper color will be a very 
| Newspapers ...... $41,055,000 $48,072,000 | significant ‘plus’ for daily news- 
Magazines .......... 27,324,639 27,764,645 | papers in coming years. 

CO eee 10,671,353 10,854,381 
\Transportation .. 1,012,488 975,356 |@ “Distillers Corp.-Seagrams con- 


Point of Purchase 12,009,519 


13,149,957 | tinued as the largest user of news- 
Total 


Nicsonindied $92,072,999 $100,816,339 | paper space, with total spending 

, , . |in the 120 top markets of $9,335,300 

| Commenting on liquor advertis- | \ompared with $7,716,900 in the 
Gavin notes that the impressive |S2me, Markets in 1955. 

/17% gain in newspaper advertis- | “Other sop a Na- 

; tional Distillers, with $6,815,200; 


jing “is testimony of the extremely | : . te 
effective selling job done by daily | per b pany sean gy Hi 
newspapers.” 


able with the appointment. Presi- 
dential secretary James Hagerty 


the sales income dollar of 64 com-| from 1% to 35% of the sales in- 
panies is spent for marketing ex-| come dollar, the study found, with 


made it clear last week that the 
administration was determined 
that the chairmanship should go 
to Commissioner John Doerfer. 


penses. 

That’s a finding in a study made 
by the American Management 
Assn. and reported in the AMA’s 
current “Management Review.” 


® While Mr. Doerfer took over the} Actual marketing expenses 


chairmanship Monday, the com- 
mission will be short one member | 


until the Senate committee on in- | Ross Roy Grew 
terstate and foreign commerce acts 
on the Ford nomination. Mr. Mc- from Booklet, Open 
Connaughey’s term officially end-| 
ed Sunday, but Mr. Ford cannot; House Guests Learn 
take office until his appointment is . 
confirmed. Mr. Doerfer’s advance-| Detroit, July 2—The little- 
ment to chairman is by Presi-| black - book ~ which - started -it - 
dential designation, and does no‘|all was the star of a four-day open 
require Senate approval. |house put on last week by Ross 
The new commissioner, who is| Roy Inc. for some 2,000 visitors. 
47, is a West Virginia Republican. Back in 1926, Mr. Roy, a Dodge 
He entered federal service with | salesman, compiled a small loose- 
the Federal Security Administra-| leaf notebook containing typewrit- 
tion in 1939, and served in the|ten comparative data showing su- 
FCC legal division from 1947 until | periority of the 1926 Dodge over 
1951. As chief of the hearing di-| competitive cars. He used the book 


vision of the broadcast bureau he 
handled two major cases between 
1951 and 1953. 

One case, opposing renewal of 
licenses for stations owned by the 
late Richard Richards, was closed 
when Mr. Richards died and his 
estate was permitted to dispose of 
the stations. Mr. Ford also repre- 
sented the broadcast bureau in the 
lengthy hearing over the ABC- 
Paramount merger. + 


Delmonico Names Sive 

Delmonico Foods Inc., Louisville, 
has appointed Leonard M. Sive & 
Associates, Cincinnati, to handle its 
advertising, effective Sept. 1. The 
present agency is Farson, Huff & 
Northlich, Louisville. 


so successfully as a retail salesman 
at Janesville, Wis., that Dodge fac- 
ltory officials encouraged him to 
| sell the book to their dealers. From 
this beginning grew Ross Roy Inc., 
la national agency with 290 em- 
ployes. 

| The purpose of the open house 
was to show off Ross Roy’s mar- 
keting and advertising program. 
Ross Roy, president, says, “Many 
|of our associates and friends get so 
wrapped up in the specialized parts 
,of our business that we want to 
remind them of our total concept.” 
He says that his agency, since its 
founding, has concerned itself 
with sales and all the techniques 


of selling. + 


“ ; 


a\way Ss Crackle-fresh ! 


iY a» 


ale 
ee 


CARTOON.-TYPE—Granny Goose Foods Co., Oakland, has launched a 
1957 outdoor campaign on Foster & Kleiser panels in principal 
northern California cities, continuing through September. Brooke, 
Smith, French & Dorrance, San Francisco, is the agency. 


| the 10% figure a median one. 

The AMA reported that con- 
sumer goods manufacturers tend 
}to spend more than manufacturers 
|of industrial goods, and that com- 
panies grossing under $25,000,000 
annually have a much higher ratio 
of selling expense to sales income 
than larger outfits. 

A trend to higher costs was 
noted, with more than half the 
companies reporting their current 
ratio of marketing expenses to 
sales results is higher than it was | 
five years ago. One-fifth of the! 
companies said costs are about the} 
same, while one-fourth reported | 
costs lower today than in 1952. 
. Biggest item on the marketing} 
budget was for direct selling, | 
which takes four times as much 
money as goes into advertising and | 
promotion. In typical cases, direct 

(Continued on Page 62) 


300 Advertisers 
Join Sandwich Push 


Cuicaco, July 2—August is Na- 
tional Sandwich Month. 


Here's your free sample ot 
ALCOA WRAP 


e of Texas aluminum for 


And once again the Wheat Flour 


Institute has prepared a complete 
portfolio of merchandising aids 
for restaurants and supermarkets 


which want to cash in on the spe- | 


cial promotion. 

More than 300 participant spon- 
sors are supporting the drive this 
year. They include advertisers in 
all the food-related industries. Ar- 
;}mour, Anheuser-Busch, Campbell, 
Dixie Cup, General Foods, Heinz, 
Kraft, Miller Brewing, Pabst, 
Pepsi-Cola and Coca-Cola are 
among them. 


® Participant sponsors are offer- 
ing eight full-color 21x28” post- 
ers featuring prize-winning sand- 
wiches from the “20 Best of the| 
Year” and a “Merchandising Ad 
Clip Kit” at nominal cost via the 
institute. | 

An example of what one adver- | 
tiser will contribute to the promo-| 
tion: Campbell Soup is scheduling | 
“Soup ’n’ Sandwich” ads during | 


s Of total newspaper expenditures 
by the liquor industry, he says, 
“more than $34,000,000 was placed 
in newspapers in the top 120 mar- 
kets. In these markets, the aggre- 


| gate rate of gain was 21.3% ahead 


Alcoa Repeats 
Localized Push 
in Houston 


Houston, July 2—Aluminum Co. 
of America last week launched an 


jintensive promotion here for its| 


household aluminum foil. 

The high spot of the campaign 
was a page-size piece of Alcoa 
Wrap that ran in the June 24 issue 
of the Houston Chronicle. Each 
sheet of foil could be removed by 


NIAA Media Data 
File Publication 
Set Back to June, ‘58 


| New York, July 2—National In- 
\dustrial Advertisers Assn. will 
|publish its new media data file in 
June, 1958, instead of in Septem- 
| ber, 1957, as previously announced. 
Promotion, however, will be 
launched this fall. 

R. B. Reid, manager of advertis- 
ing and sales promotion, apparatus 
sales division, General Electric Co., 
now heads the association’s media 

| file activities. He is immediate past 
| chairman of NIAA. 

| In announcing today plans for 
|launching promotion this fall and 
aiming for first publication next 
June, Mr. Reid pointed out that 
publication this fall would not per- 
mit ample time for recruiting prop- 
er sales personnel to present the 
|project in detail to potential sub- 
scribers. 

NIAA, at its recent annual meet- 
jing in June, after some controver- 
sy, decided to go ahead with the 
compilation, publication and dis- 


j 


» |tribution of bound copies of its 


j|media data files at a cost of $600 
jto each participating publication 
| (AA, June 17). 

It will be published annually in 
ja single, bound volume. Essential- 
| ly, it will be a compilation of NIAA 
media data forms, Mr. Reid said, 
|but it also will include information 
concerning mechanical require- 
ments and advertising rates of 
\those business publications which 
|elect to participate. 


| Mr. Reid emphasized that “the 
jfile will simplify, clarify and 
|streamline the type of information 
contained in various printed sales 


SAMPLER—A blue, red and black | presentations.” He described it as 
page in the Houston Chronicle sig-|“the culmination of attempts over 
naled the page-size sample of Al-|the past 30 years to develop a uni- 


coa aluminum foil opposite. 


the subscriber and put to household 
use. 

Opposite the blank piece of 
aluminum foil was a three-color 
page announcing the free sample 
of foil made in Texas. 


|form method of reporting basic, 
essential information to buyers of 
advertising space in business pub- 
lications.” Publications which sub- 
scribe will be listed alphabetically 
and indexed by markets. 

Promotional activities, to be 
started this fall, Mr. Reid said, 


August in Capper’s Farmer, Good|@ To support the newspaper ad,| Will include both direct mail and 
Housekeeping, Life, Parents’ Mag- | Aicoa brought in a $5,000 gown Personal solicitation of publishers 
azine and Successful Farming, as | made of an aluminum thread, Lur-|by employes of the association. 


| well as commercials on its two net- 


| work tv shows, “Lassie” and the | signer, Jean Desses. A model wore 


| Joseph Cotton show, “On Trial.” =| 


ex, and styled by the French de- 


(Continued on Page 58) 


|New sales personnel will be added 
to the headquarters staff for this 
| purpose. # 
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the division of mail classification. 

When Mr. Riley agreed to con- 
fer with spokesmen from various 
user groups, 


Mailers Dispute 
New Zoning Rule 
for Bulk Mail 


WASHINGTON, July 3—Spokesmen 
for several large groups of bulk} 
mailers will meet with postal of- 
ficials next week in an effort to 
learn more about the department’s | 
plan to require that big second and | 
third class mailers make up sep- 
arate bundles for each postal enna! 
in 106 major cities. . 

The meeting was arranged on| Mr. Summerfield proceeded with 
the initiative of the mailers after | the zoning plan despite notice that 
Postmaster General Arthur Sum-|Sen. Olin Johnston (D., S. C.), 
merfield issued formal notice last | chairman of the Senate post office 
weekend that the zoning rule will|committee, intends to have his 
become effective on Oct. |}committee look into the zoning 

While the notice invites postal| proposal. In a Senate speech last 
patrons to submit comments in| week, Sen. Johnston expressed 
writing prior to Aug. 1, Associated! doubt that it will produce any- 
Third Class Mail Users acted Mon-| where near the $5,000,000 saving 
day to request a formal meeting|for the department which Mr. 


tacted other associations. 


Thursday at 10:30 a.m. 
to Associated Third Class 
Users, the group will include rep- 
resentatives of such other associa- 
tions as Direct Mail Advertising 
Assn., National Council of List 
Brokers, Mail Advertising Service 
Assn., National Assn. of Direct 
Sellers and Magazine Publishers 


In addition 


The Largest Unit of Circulation 
In The Fast Growing South! 


GRIER'S 


ALMANAC 


2,200,000 CIRCULATION FOR 1958 
Guaranteed and Audited 


* Coverage Is Far Greater Than That of Any 
Other Publication In the South. 


Reaches Over a Million RFD Box-Holders. 


© First In Prestige. Has Been Published 152 
Years Without Interruption. 


e Readership is Intense and Loyal. 
Outstanding Mail Order Medium. 
Every Advertisement Next to Editorial Matter. 


Stays in the Home the Year ‘Round As a 
Ready Reference Book. 


Every ad works a full 12 months! 


re Grier’'s Almanac Goes: 


@ 1,200,000 copies distributed through retoil 
drug ond generol stores by means of o 
system of special editions sold to approxi- 
motely 43 of the largest wholesole drug- 
gists in the South 

Another 1,000,000 copies of Grier’s are 
mailed to R.F.D. Boxholders in the South 
100% coverage of every R.F.D. box is 
quoronteed in_every county in which 
Grier’s is distributed. 


FOR INFORMATION AND RATES. 
CALL, WRITE OR WIRE 


GRIER’S ALMANAC PUBLISHING COMPANY 


GEO. M. KOHN, JR., Genero! Monoger 
Atlonto Office: P. O. Box 1435, Atlonto, Go. — JAckson 2.5129 


Bostern Office: DAN B. JESSE, JR, 10 E. 43rd St, New York 17 MUrray Hill 2.4845 
Mid West Office: RAYMOND 5. RYAN, 35 E. Wocker Dr. Chicago | ANdover 3-2240 
Western Office: ). G. DAVENPORT ASSOC. 2412 W. 7th St. Los Angeles 5 DUnkirk 2.6254 
Bolles Office: ED WHETZLE, 923 Cordove Ave, Dolles 23—-DAvis 4.4016 


with Edwin A. Riley, director of} 


s The meeting is scheduled for|be effective “around Sept. 


| third class mailers to prepare sacks | 


Summerfield anticipates. 


® The official order issued by the 
department last weekend fixing 


John E. Tillotson, | Oct. 1 as the effective date came 
president of the association, con- | less than 24 hours after Mr. Sum- | 


merfield issued a formal state-| 
ment indicating the zoning would 


Ry 
Where existing regulations cur- | 
Mail | rently require bulk second and 


or bundles by routes, states and 
cities, the new rule specifies that 
sacks or bundles are to be provided 


| by routes, states, cities and postal 


delivery zones. 

The proposed regulation contains 
a second provision prohibiting the 
use of unauthorized labels, tags | 
or markings on mail bags used for | 
either second or third class matter. 
| 
® Harry Maginnis, executive man- 
ager of Associated Third Class} 
Mail Users, said at least two years | 
would be required to achieve com- 
plete zoning of all third class mail. 
He warned that imposition of a} 
zoning rule by Oct. 1 might cause 
many mailers to mail at the in- 
dividual 2¢ per piece third class} 
rate, rather than incur the addi- 
tional sorting costs in order to 


secure the l%¢ per piece bulk 


| rate. 


He complained that the Oct. 1 
date is neither equitable nor work- 
able. “It is common knowledge, 4 
he said, “that the department’s ef- | 
forts to achieve zoning for all mail | 
here failed miserably. Certainly | 
the direct mail industry has never 
been invited to participate in a 
zoning program.” 

Mr. Maginnis said he 
all mailers to cooperate with the 
department in a public relations 
campaign which will make zone} 
mail a reality “without destroying 
individual businesses.” 

“Miracles cannot be conjured up 
by administrative ukase,” he said. 
“It will take time and talent to 
achieve the goal.” + 


Advertiser Files 
Anti-Trust Suit 
Against ‘K.C. Star’ 


Kansas City, Mo., July 2—A 
civil anti-trust suit asking $150,000 
in triple damages was filed in U.S. 
district court here today against 
the Kansas City Star Co. and Emil | 
A. Sees, its director of advertising. | 

Edward R. Golden, owner of the | 
Vogue Theater here, who filed the 


| 
has urged | 


action, charged the newspaper with 
| monopolizing or attempting to mo-| 
|nopolize advertising in Kansas| 
|City. He contended that the Star’s 

1955 conviction of monopolizing | 
|dissemination of news and adver- | 
tising in the Kansas City area, re- 
cently upheld by the U.S. Supreme 
Court, was prima facie evidence | 
in the case. 


® Mr. Golden alleged in his peti-| 
tion that the newspaper forced him 
|to advertise in both the Times, 
morning edition, and the Star, 
evening edition, although he re- 
peatedly requested he be permitted 
to advertise only in the Star. 

His theater has no matinee per- 
formances, he said, and therefore 
had no use for advertising in the 
morning edition. He also alleged 
that unless he would agree to pay 
$56 daily for display advertising, 
the Star would allow him only 
small “line” advertisements. 

From November, 1951, when Mr. 
Golden acquired the theater, until 
December, 1956, he claimed he was | 
required to spend $25,000 too much 
for advertising in the Star. He 
said his business actually suffered 
$50,000 in damages, and he asked | 
triple that amount in his suit: 

The suit was filed in Judge Al-| 
bert A. Ridge’s division of the 
court. The Star was permitted 20 


|days in which to file an answer. #! 
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Highlights of This Week's Issue 


Washington's potatoe crop draws on apple! counts simultaneously with rate in- 
fame in first national promotion Page 2 creases Page 40 
“Larabee” and “Lobelia” chosen from CARS, new competitor in auto rental 
2,963,103 entries in Borden's name-the- business, launches drive to sign li- 
twins contest Page 2 censees Page 43 
Wide changes in broadcasting policy are Brown-Forman reports 25% increase in 
expected in Canada's Diefenbaker gov-| 1956-'57 sales Page 48 


ernment . Page = 


GE shifts emphasis from portable tv to 
Lanolin Plus sets precedent by choosing table, console line in fall promo- 
new agency from tion Page 49 


brainstorming ses- 


sion ..Page 2 


Food executives ask for more marketing 
Lower prices appear in one of the “big help from agencies Page 52 


P ouses’ new fall cat- 
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OF ALL FARM OPERATORS IN THE UNITED STATES 
HAVING ONE OR MORE BALERS 
SUBSCRIBE TO FARM JOURNAL! 


Farmers who have balers farm in a big way. All over the 
nation— East, Central, South and West—the overwhelming 
majority of these farmers subscribe to one of Farm Journal’s 


four regional editions. 


Here’s Farm Journal’s coverage by editions: 


Betlarh GEMIGR oo kbc rcccscesocs GA 
Comtral CGM. . ce cecceccccssnes Ma 
Southern edition .........+2+++++ 465% 
Western OGMIGR oc ccc cccccsessuce Guam 


Bought and read by more than twice as many farm families 


as any other publication, Farm Journal gives farm families 


everywhere what they want, need and can’t get anywhere else. 


FARM JOURNAL 


One of the nation’s truly great magazines. More than 3,500,000 subscribing families 
Graham Patterson, Publisher Richard J. Babcock, President 
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This Week in Washington ... 


Harlan’s Middle View Holds States 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, July 3—The bab- 
ble of decisions and dissents in 
three Supreme Court cases dealing 
with state and federal control over 
obscenity make particularly timely 
reading on the eve of our annual 
Independence Day celebration. 

For the majority, Justice William 


Aren't Bound by First Amendment 


|First Amendment, while a two- 
|man minority argues passionately 
that no such exemption was con- 
templated by the founding fathers. 
As this minority sees it, the public 
must be trusted to reject “noxious 


“to sort out the true from the false” 
in theology, economics, politics or 
any other field. 


J. Brennan Jr. holds that obscenity 
is outside the protection of the 


In a separate dissent, Justice 


John M. Harlan follows a middle 


course. He is against any federal 
law to standardize “good taste” in 
matters involving sex, but he up- 
holds the right of the states to have 
obscenity laws based on the con- 
science of the community. 


s “It has been said,” he wrote, 
“that one of the great strengths of 
our federal system is that we have, 
in 48 states, 48 experimental so- 
cial laboratories. Different states 
have different attitudes toward the 
| Same work of literature. The same 
|book which is freely read in one 


literature,” just as it is expected | state might be classed as obscene 


in another.” 

So long as there is no nationwide 
suppression, he said, there is no 
overwhelming danger to our free- 
| dom to experiment. 


Advertising Age, July 8, 1957 


“The fact that the people of one | the government’s official legal no- 
state cannot read some of the | tice gazette—last month. But it ap- 
works of D. H. Lawrence seems to} parently doesn’t pay to advertise 
me, if not wise or desirable, at/|in the “Federal Register,” for Post- 
least acceptable,” he said. “But| master General Arthur Summer- 
that no person in the U.S. should | field received fewer than two dozen 
be allowed to do so seems to me to| comments from the public, and 


be intolerable and violative of the 
letter and spirit of the First 
Amendment.” 


Higher fees for 
a number of post- 
al services, rang- 
ing from the cor- 
rection of mailing lists to the fee 
for insured and special delivery 
mail, became effective this week. 

Notice that the increases were 


U.S. Medium 
Doesn't Pull 


these weren't sufficiently persua- 
sive to prompt any second thinking 
on his part. 


Three of the 
FTC Men five Federal 
Strike Snag Trade Commis- 


sion members 
shared a frightening experience 
last weekend, when their cruise 
down the Potomac ended in ship- 
wreck. 


being considered had been pub- 
lished in the “Federal Register’— 


The three—Chairman John 
Gwynne and Commissioners Rob- 
ert Secrest and Sigurd Anderson— 


Sau Franciscans arxz sold on KRON-TY 


BEST 
TV FIGHTS 
Tues.-Wed, 7:30 PM 


AVAILABLE 


KRON is TV in SF 


* SAN FRANCISCO CHRONICLE + NBC AFFILIATE » CHANNEL 4 « PETERS, GRIFFIN, WOODWARD e 


were guests aboard a 33’ cruiser 
owned by former Commissioner 
Lowell Mason. 

When the cruiser hit a sub- 
merged piling and stove in its 
bow, Mr. Mason instinctively head- 
ed for land. His guests barely es- 
caped a dunking as the trim little 
boat settled to the bottom just off 


sn 


shore. 

If the present 
Cars Outstrip rate of automo- 
Population bile purchases 


continues, the 
U.S. may eventually end up with 
more cars than drivers. 

Recent tabulations published by 
the federal highway administration 
show 77,800,000 licensed operators, 
for 64,400,000 cars in 1956. In a 
seven-year period, there has been 
a 31% increase in drivers, but a 
46% increase in vehicles. 

The ratio of drivers to cars var- 
ies from less than 1.1 in California, 
Michigan, Montana, North Dakota, 
Oklahoma, Texas and Washington 
to 1.4 in Indiana, South Carolina 
and West Virginia. 

Highway Administrator Bertram 
Tallamy attributes the variations to 
such factors as the proportion of 
rural and urban population, aver- 
age family earnings and vehicle 


use habits. 
Sen. Olin 
|High Finance Johnston (D., 
| Aids P. O. S.C.), chairman 
of the Senate 
|post office committee, lost little 


| time following up his proposal to 
| let the Post Office Department bor- 
row $2 billion from the federal em- 
|ployes retirement and _ disability 
| fund in order to finance construc- 
| tion of badly needed postal build- 
ings. 

He originally made the proposal 

in an article in U.S. News & World 
Report. This week he introduced 
(a bill authorizing the Post Office 
to borrow money from the fund at 
312%. He said it would be a good 
deal for the fund, because it cur- 
rently gets only 2% %, and profit- 
able for the Post Office, which has 
been offering to pay 4% for build- 
ings constructed under the federal 
lease-purchase program. 

The senator says the program 
would be particularly profitable 
for the taxpayers. By enabling the 
Post Office Department to carry 
out its badly needed renovation 
program, he figures, it would be 
possible to reduce postal operating 
costs by $500,000,000 annually— 
just about the amount which the 
Post Office expects to lose dur- 
ing the current fiscal year. + 


Howell Represents Publishers 

Joe E. Howell, for the past nine 
years head of the advertising and 
sales promotion department of 
Auto-Soler Co., Atlanta, has re- 
signed, effective July 1, to organize 
|and head his own publishers’ rep- 
| resentative business. The new com- 
| pany initially will represent Amer- 
jican Exporter Publications, New 
York; Hoffman Publications, New 
York, and Putman Publishing Co., 
Chicago. 
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Q. What's in it for advertisers ? 


A. A dramatic new concept in 
mass-media buying! 


Did you know: 
The Saturday Evening Post has 
proved it’s a market multiplied— 


8 out of 10 of the people who read 


the Post recommend or talk about 


the things they see in the Post. 


The Saturday Evening Post 
has proved its reader reaction— 


9 out of 10 people who read 


The Saturday Evening Post like 


and approve of the advertising they 


read in the Post. 


It all adds up to this: 


Millions of Post readers talk about 


things they see in the Post millions 


of times to millions of other people! 


POST Sell the POST WV INFLUENTIAL 
| -the mass market of active influence 


A CURTIS MAGAZINE 
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Orr Agency Becomes | 


Division of 
Added Billing Hikes 


F&S&R to $41,000,000; 
‘Some’ Orr Staff Shifts 


New York, July 3—Robert W. 
Orr & Associates, which for the) 
past several weeks has striven val- 
iantly to stay in business, has bas 
come a division of Fuller & Smith 
& Ross. 

An announcement made today 
said nine of Orr’s ten remaining 
accounts, billing an aggregate of 
around $2,000,000, would join 
F&S&R, along with “key person- 
nel,” but just which “key person- 
nel” will make the move is unde- 
cided. 

At F&S&R, spokesmen would say 
only that a “considerable number” 
would transfer. At the Orr agency, 
ADVERTISING AGE was told that “no- 
body here knows about any of the 
key personnel.” 

Mr. Orr, as he has been ever 
since the agency lost the $4,000,- 
000 Andrew Jergens account (AA, 
June 10), remains “unavailable.” 
His next in command, Robert P. 
Clark, administrative vp and treas- 
urer, has left for a European vaca- 
tion. Account men Carroll Pfeifer 
and Richard Russel also are re- 
ported on vacation. Other execu- 
tives were unavailable for com- 
ment on their plans or said they 
did not know whether they would 
join the F&S&R organization. 

Only one, Lee Harwood, who 
works on Munson G. Shaw, Amer- 
ican International Underwriters 
and F. R. Tripler, indicated he 
would be joining the Fuller & 
Smith set-up. 


s Besides the three named above, 
the accounts making the $2,000,000 
switch are reported to be the Pan- 
American Coffee Bureau (billing 
around $1,000,000); the National 
Guard ($300,000); Fuller Brush 
Co.; Dell Publishing Co.; Faucet- 
Queens Inc. and Puck—The Comic 
Weekly. 

In the announcement Mr. Orr is 
quoted as saying that the new ar- 
rangement will “work to the ad- 
vantage of our clients who will not 
only have the specialized service 
which we have always provided, 
but the added research, marketing 


and television staffs for which 
F&S&R is well known.” 
F&S&R’s president, Robert E. 


Allen, said that Mr. Orr would as- 
sist personally in servicing his ac- 
counts, but that over-all responsi- 
bility for operations and account 
handling would become Fuller & 
Smith’s. 

“I believe that the Robert W. 
Orr division of our agency will 
provide our clients with an added 
advantage in increased experience 
in the packaged and consumer 
goods fields,” he commented. 


s The Washington staff of the Orr 
agency will remain unchanged to 
handle the National Guard account, 
the announcement stated. 

Some time prior to the announce- 
ment of the Jergens loss, Orr was 
offered for sale, unsuccessfully, to 
Stockton, West, Burkhart, Cincin- 


| reported ’56 billings to ADVERTISING | 


F&S&R 


cession the air express division | 
of Railway Express Agency and 
Cinzano vermouth, both of which | 
went to Burke Dowling Adams 
Inc. Several of the remaining ac | 
counts were shaky. 

Fuller & Smith & Ross, founded | 
50 years ago, employs 500 people 
in five offices. Heavy in industrial 
accounts, the agency is consistent- | 
ly among the top 25 in billings. It | 


DURABLE—A Watusi warrior domin 

Corp. of America’s new Safari-te 

promotion, held in cooperation with Sabena Belgian World Airlines, 
is being coordinated by Leonard Fellman Co., Philadelphia. 


AGE as $39,000,000, ranking 20th 
among agencies. + 


| 


| 
| 


| 


ates this display promoting Radio 
ested theme (AA, June 24). The 


Census’ Revamp of 
SIC Groupings Aids 
Advertiser, ‘IM’ Finds 


Cuicaco, July 5—Industrial mar- 
keters will find it easier to define 
and measure their markets with | 
the government’s newly revised | 
Standard Industrial Classification 
list, according to an analysis in the 
July Industrial Marketing. 3,700-copy mailing of the July 13 
The list, an official analysis of | issue of Business Week, featuring 
manufacturers and their activities,|a bookmark made from Anacon- 
is published by the Census Bureau. | da’s copper Electro-Sheet. 
The original SIC came out about | C. E. Woodward, sales promo- 
ten years ago and, except for in-|tion manager of American Brass 
terim modification made in 1954,/Co., an Anaconda subsidiary, said 
the new SIC is the first major re- that the mailing “is part of a year- 
vamp of the list ever made. | long effort to inform the Anaconda 
Changes in the new SIC, says | sales organization about the bene- 
IM, are not radical, but they do|fits derived from the company’s 
represent utilization of all the ex- | advertising program.” 
periences gained in the first ten| Plans call for a mailing by a 
years with the list. different magazine each month to 


| Anaconda Uses 
Foil Bookmarks in 
Merchandising Ads 


New York, July 3—Anaconda 
|Co. will launch a new method of 
| merchandising its advertising mes- 
sages to company distributors, 
salesmen and management with a 


® Major goals of the revision were | ogo on Aneel gy segnen 
(1) to cull out industries which, in|." ; : ee 
ing either a bookmark of copper 
terms of dollar volume, number of foil or a very thin brass strip. In 
employes and payroll, are less sig- addition to Business Week ‘the 
nificant than originally thought publications on the list ’ 
and (2) to reclassify industries ac- Fortune, Newsweek, Scientific 
cording to what the products are| american, Time, Nation’s Busi- 
used for rather than what they are.| nose and U. S. News & World Re- 
Some of the most far reaching 


ort. 
changes in the new SIC, says IM, “ Each month’s bookmark will 
are in the wholesaling listing. The 


‘ , carry a different message from a 
scope of wholesaling is generally| member of Anaconda’s advertis- 
unchanged but wholesalers are 


ing and sales promotion staff em- 
now listed on the basis of product|phasizing the benefits that con- 
rather than type of operation. sistent advertising offers the sales 
organization. 


a “Where merchant wholesaling 
was reported separately in the old 
list, all wholesaling now will be 
reported in 40 different product 
classifications, with merchant 
wholesalers, manufacturers’ agents 
and other forms of operation com- 
bined for each product group,” 
says IM. + 


@ The July message reminds dis- 
tributors, “This advertisement will 
help bring the Anaconda story to 
the men who buy or influence the 
purchase of the Anaconda products 
you sell.” To make “See the man 
from Anaconda” the “buy-word” 
of all industry is one of the chief 
purposes of its current advertising, 
the company says. 

The copper Electro-Sheet used 
in the Business Week mailing 
comes in a variety of weights from 
4 oz. to 7 oz. per sq. ft. The foil 
| being used as a bookmark is 1 oz. 


Agency Exec Honig, 
Four Others, Leap 
from Burning Plane 


San Francisco, July 3—Louis 
Honig, exec vp of the Honig- 
Cooper Co., and his 17-year-old 
daughter, Sue, escaped death here cy. # 
today when they dived out of a! ~ 
flaming seaplane into the icy wa-| 
ters of San Francisco Bay and were | 


Hecht of Sears 
| rescued by a fishing boat and a/| 


| Coast Guard cutter. Named to Head 


Mr. Honig, his daughter and two | . 
friends were aboard a chartered | Reprieved OHI 


postal handling. 
Kenyon & Eckhardt is the agen- 


nati (AA, July 1). (It was also of- 


fered for sale to a group of em-| Lake Tahoe when the plane caught|Home Improvement Council, a, Ad Heads Reshuffled 
| fire after taxiing about a quarter | newly-named group which will at- | 


ployes after the Jergens loss was 
announced but the seller and pros- 
pective buyers reportedly could not 


come to an agreement.) That agen-| 


cy now handles Jergens’ facial 
cleanser and new products. Its 
president, and one of the three ma- 
jor stockholders, is Joseph D. Nel- 
son Jr., son of Jergens’ exec vp and 
treasurer, 

After the loss of Jergens—two- 
thirds of the agency’s total billings 
—Orr also dropped in rapid suc- 


Cessna 195 seaplane bound for | (Continued from Page 1) 


|of a mile out into the waters of 
the bay. A lone fisherman in an 
| 18’ boat rescued the passengers and 
jthe pilot minutes after they had | 
|dived from the exit door, past 
|flames that already were licking 
|upward from the cabin. 


tempt to continue and expand the 


same position in the new organiza- 
tion, which ultimately is expected 
to change its name to Home Im- 
provement Council. 

| The new group has set $500,000 
|@ Three hours after the accident|as a 1958 operating budget and its 
|the party boarded a commercial | major promotional effort next year 
airliner to continue the trip to Lake |is a tentatively planned home im- 
Tahoe. # provement contest, running from 


Anaconda salesmen and distribu-| 


include | 


—light enough to hold up under | 


|OHI program. Don Moore, man- | 
jaging director of OHI, holds the) 


April through September and of- 
fering $250,000 in prizes. Discus- 
sions have been held with several 
advertising agencies but there have 
been no ccmmitments either way, 
nor have any major financial com- 
mitments been made. 


s Immediate objectives of OHIC 
include: 


e Establishment of a 100-man 
board of directors, divided evenly 
between industry and local level 
people. 
e Creation of several hundred lo- 
cal chapters of OHIC, particuarly 
in those cities that waged success- 
ful OHI campaigns. 


e Setting up three advisory com-| 
mittees, composed of consumer me- 
dia, trade publishers and major | 
advertisers in the field. The first 
two committees are to be used for | 
promotional purposes and the third | 
committee for the coordination of | 
industry advertising with that of | 
OHIC. 

In the past getting operating | 
|funds has been a major problem 
in the OHI program, necessitating 
a heavy cutback earlier this year 
(AA, March 25) in its year-and- 
half campaign for home moderni- 
zation. 

The new organization plans to 
receive its support from member- | 
ship fees by all groups interested 
in home improvement, at both the 
national and local level. In addi- 
tion, major factors in the home 
building industry will be ap- 
proached by Mr. Hecht’s committee 
and asked to make major contri- 
butions to OHIC. # 


Sackett Plans New Daily 

in Portsmouth, Va. 

| Sheldon F. Sackett, publisher of 
the Times, Coos Bay, Ore., and 
owner of three radio stations, has 
taken an option on the plant and 
jequipment of the defunct Times, 
Portsmouth, Va., and has an- 
nounced he hopes to start publi- 
cation of the Portsmouth World, 
a new daily, by Aug. 2. He has 
named Howard Goshorn, Norfolk 


Davis Resigns at 
Ziff-Davis; Seeks 
Publishing Buy 


(Continued from Page 1) 
ford, of Sarasota, Fla., and Mrs. 
Sylvia Brady, of Albany, N. Y. 
David Ziff plans to enter Columbia 


jin the fall. 


es Mr. Davis told AA he plans to 
“stay in publishing and enter a 
partnership” with his 23-year-old 
son, Joel, who has worked in the 
Ziff-Davis production department 
for the past year. 

“I am studying various publish- 
ing properties that have been, or 
might be, available for purchase,” 
Mr. Davis continued. 

In last week’s issue of ApverTIs- 
ING AGE, Mr. Davis signed his name 
to a Ziff-Davis classified ad which 
said, “We are interested in ac- 
quiring magazine properties—busi- 
ness, directories, newsstand, con- 
sumer, catalog.” 

Mr. Ziff was unavailable for 
comment on Mr. Davis’ departure, 
having left town for the July 4 
weekend shortly after the morning 


|meeting which saw the acceptance 


of Mr. Davis’ resignation. 


® For Mr. Davis, the resignation 
ended a 30-year stay at the com- 


Bernard G. Davis 


pany, which he joined after meet- 
ing the elder Mr. Ziff in Pittsburgh. 
Mr. Ziff subsequently wrote the 
following letter to Mr. Davis: 
“Dear B.: As the date of your 
graduation [from the University of 
Pittsburgh] nears, I wish you 
would consider joining my outfit 
early in the summer. I am pleased 
to offer you a contract to embrace 
a weekly salary of $50 the first 
year, $75 the second and $100 the 
third. Think this over. Sincerely.’ 
Mr. Davis, then 20, subsequently 
walked into the Ziff office in Chi- 
cago and became editorial assist- 
ant on America’s Humor. Later he 
was in on the launching of Popular 
Aviation (later known as Flying) 
in 1928 he was tapped as its editor 
in 1936, when the company name 


and Portsmouth newspaperman, 
managing editor. 

| Name of the Coos Bay Times is 
|being changed to the World of 
Coos Bay and North Bend. Mr. 
Sackett also said he is still work- 
jing on a plan to establish a new 
daily in California called World of 
| Oakland. 


\‘Wallaces’ Farmer’ 


M. B. Bock has resigned as 
director of sales for two James M. 


became Ziff Davis, he was elected 
a vp. In 1946 he was elected pres- 
ident, when Mr. Ziff moved up to 
board chairman. 


® In 1951, Ziff-Davis moved from 
Chicago to New York. In 1953, on 
the elder Mr. Ziff’s death, Mr. 
Davis took over the reins in the 
company. 

Ziff-Davis publishes Flying, 
Modern Bride, Popular Electronics, 
Popular Photography and Radio & 


Television News, among other 
titles. + 


Pierce Corp. publications, Wal- 
lace’s Farmer & Iowa Homestead 
and Wisconsin Agriculturist 
Farmer, following their purchase 
by Prairie Farmer Publishing Co., 
Chicago (AA, July 1). Two of Mr. 
Bock’s assistants, Peter 
Des Moines, and Ken Wessell, Chi- 
cago, also have left. Mr. Pantos has 
accepted a position in the Topeka 
sales office of Household, 


&| 


Pantos, | 


Ewart Named Account Exec 

William M. Ewart has joined 
Vaughan, Thain & Spencer, Chi- 
|cago, as an account executive in 
the financial-industrial accounts 
department. Mr. Ewart was for- 
merly the assistant advertising di- 
rector for Continental Casualty 
'Co., Chicago, 
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‘*.,. as the capital’s 
only morning paper, 
the Post makes its impact 
on official Washington 


at both the right place 


and the right time...” 


—Time Magazine, referring to 


The Washington Post 


Times Berald 
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Another true-to-life story about some make-believe characters 


Who turned on the juice 


in Chicago? 


— 


KS) 
Back in the days when Goldilocks Monroe 
was a star of tomorrow and postwar prosperity had the big, bad wolf on the run 
(circa 1952), Henry Bear put on his far-seeing specs to take a peek at the 
future aE of the appliance business. 
And it looked good, very good. 
And this made Henry very glad. Because he was the big Chicago distributor for 
AC-DC, dynamos of the electrical appliance world. Henry’s only problem was how best 
to spend his advertising dollars. Was it better to let selected dealers 
control his advertising? Or to sell his brand himself and feature all his dealers? 
Henry decided to discuss this explosive question with Joe, 
expert trouble-shooter from the Chicago Tribune. And it just so happened that Joe 


~ 


-) 
was loaded with all the current \y WV 1 facts that Henry needed. 


a 
Fr’instance: in 1952 small dealers in the Chicago market accounted for as many sales 
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of major appliances as large dealers. (And the picture hasn’t changed any today. 


In 1956, small dealers sold 53% of all automatic washers, 67% of all refrigerators, 


N 


¢ As x went something 
1 


Y 


and 70% of all kitchen ranges.) So, Joe’s song ( 
like this: 
“A distributor can’t go wrong supporting both big and little dealers with a 

powerful advertising campaign direct to consumers. This advertising must be local 


(to support local dealers) heavy (to pre-sell consumers) and 


consistent (to maintain pressure needed for sales).” 

And if you’re familiar with space reps (and chances are you are), 
you can guess the advertising medium he recommended. 

So Henry bought all of Joe’s fine recommendations and ran a 
giant-size ee campaign in the Chicago Tribune. 

The scene now switches to Henry’s office, five years later. Enter Joe, 
pleased as Punch and 10 pounds heavier. (He says he’s going on a diet next week.) 
The reason why he feels so pleased is because he has with him the Tribune’s 
1956 Home Appliance Survey showing that since 1952, AC-DC has increased its share 
of market in its most important appliance lines. Washers We} —up 42%; 
dryers—up 28%; vacuum cleaners—up 56%; room air conditioners—up 124%. 
Even in the highly competitive field of refrigerators, AC-DC’s share of sales 


had increased from 16.3% to 17.8%. 


So, as a result of AC-DC’s intensive Chicago advertising efforts mainly 
concentrated in the Tribune, Henry Bear, Joe and the friendly neighborhood 


Now maybe you sell astringents or automobiles instead of appliances, but 


dealers are all living happily ever after. 


if you want to sell more of them in Chicago, call on Joe. Nobody knows Chicago 
like the Tribune. Nothing sells Chicago like the Tribune. And Joe’s the 


joe to tell the facts to you. 


Chicago Tribune _ shy 
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The Editorial Viewpoint... 


‘Private’ Brands Are Not Private 


At the annual meeting of the American Marketing Assn. in Detroit 
a week or two ago, there was, as one would expect, a considerable 
amount of discussion about the problems of national brands with ref- 
erence to so-called “private” brands. And while there were also the 
usual cautions that “private” brands are not exactly private or se- 
cret, the terminology was used nevertheless. 

The designation of a seller’s brand as “private’”’ needs to be stopped, 
because it is completely and seriously misleading. If any of the brands 
which worry marketing men whose job it is to sell “national” brands 
were indeed private or secret, they would not be causing worry. 

As it is, however, the “private” brands which are so often discussed 
are among the least private of all brands. A&P has some “private” 
brands which are among the best known and best advertised brands 
in the world; and just the other day Sears, Roebuck & Co. reported 
that it invested $57,700,000 in local advertising in 1956—practically 
all of it for a variety of “private” brands. 

From the standpoint of the manufacturer of merchandise there are 
only two kinds of branded merchandise: there is the kind the manu- 
facturer labels with his own brand and which he intends to market on 
his own behalf; and there is the kind which carries some one else’s 
name and for which the manufacturer has no marketing responsibil- 
ity. 

From the standpoint of the consumer, there are likewise only two 
kinds of branded merchandise: The brand which can be obtained in 
a variety of stores in her community, or in stores throughout the 
country; and the kind which can be secured in only one store, or one 
particular chain of stores. The first is, of course, what we commonly 
call the “national” brand, although the name is frequently a misno- 
mer; and the second is commonly called a “private” brand, although 
the name is always a misnomer. 

It would be far better and less confusing if we were to discard 
“national” and “private” for manufacturer’s brand and retailers’ 
brand. And then if anyone wanted to argue that we were not covering 
the distributor’s or wholesaler’s brand which is sometimes now a 
“national” brand and sometimes a “private” brand—why maybe we 
could have a wholesaler’s or distributor’s brand. 

In any event, we'd be likely to know what we were talking about 
more clearly than is the case now. 


All Eyes on Washington 


We can still remember, with growing wonder, when ADVERTISING 
AcE first decided (away back in the dim prewar days of 1940) that it 
ought to have its own Washington coverage and its own Washington 
editor. Imagine, we used to say to ourselves and to anyone else who 
would listen, an advertising paper having a Washington editor! 

Scarcely a man is now alive, it sometimes seems, who remembers 
those famous days. Washington had no industry, no advertising agen- 
cies to speak of, only one media association office. Why should any- 
one in the advertising business need day-to-day Washington report- 
ing? 

Well, things have changed, to coin a phrase. Now the business man 
who doesn’t keep his ears sharply cocked in the direction of Wash- 
ington is not only likely to be out of business—he’s likely to be in 
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of the s 


—Charles R. Sample, Klau-Van Pietersom-Dunlap, Milwaukee. 


“He says it’s a new promotion idea—selling the Schlitzell instead 


teak.” 


jail. And the advertising business is 


Only last week a staff report of 


Aside from all the “incidental” regulation that comes from FTC, 
FCC, alcohol tax unit, food & drug, and a host of other places, the 
boys in Washington have managed to make some rather far-reaching 
changes in the advertising agency business, and now they are work- 
ing equally hard on the media business. 


no exception. 


the Senate committee on inter- 


state commerce recommended that “must buy” and option time re- 
quirements of networks ought to be severely circumscribed; and at 
the same time Rep. Celler of New York was introducing a bill (H.R. 
8277) to bring service industries under the price and discount restric- 
tions of the Robinson-Patman and Clayton laws. What this means, in 
plain language, is that if the bill is passed, media may have to justify 
their rate and discount structures in the same way that sellers of 
tangible goods are now required to maintain rates and discounts which 
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Rough Proofs 


Sports Illustrated’s analysis of 
major league baseball’s costs and 
income reveals that the lowly hot 
dog may be an even more import- 
ant part of the revenue picture 
than a home run clouter. 


“Many filter cigarets have more 
nicotine, tar than regulars, Read- 
er’s Digest says.” 

The fruit of the catalpa tree 
makes a pretty good smoke. 


Look has a presentation that 
boosts Life and The Saturday Eve- 
ning Post, AA reports. 

Is there a combination rate? 


Peters, Griffin, Woodward Inc. 
gives some interesting statistical 
forecasts, such as: 6,375,000 babies 
in 1982 (est.). 

Not even Walter Winchell could 
do better. 

. 


U.S. Steel is promoting “Opera- 
tion Snowflake” again and is ask- 
|ing everybody interested in the 
appliance business to join up. 

If they do, it won’t be a snow- 
flake, but an avalanche. 


AA’s broadcast expert doesn’t 
enthuse over repeat tv shows as 
summer program fare, especially 
repeats of repeats. 

Even a “Dragnet” fan finds he 
has a saturation point. 


“74.4% of all farrfii operators in 
the U.S. having one or more milk- 
ing machines subscribe to Farm 
Journal,” 

That ought to take in most of the 
contented cows. 


Arthur Godfrey, broadcasting’s 
gift to salesmanship, is behind in 
his homework. He thinks Reader’s 


bear a provable relation to sales an 
All in all, we do not believe we 


America, 1957 | 
So now what to say about Amer- 
ica 1957? Well, first it seems to me 
to have changed enormously with- 
in the last ten years. There is a 
new seriousness everywhere. It 
emerges in a dozen different ways: 
in the clothes the men wear, the 
darker suits, the plainer neckties, 
the slower, more careful way in 
which conversations are carried on, 
in the discipline of the traffic and 


—most striking of all—in the much 


more sober tone of the advertise- 
ments. I have no statistics, but it 
is my guess that Americans drink 
less alcoholic liquor than they for- 
merly did—or at any rate they 
don’t drink in such a hurry. Clear- 


ly, too, the all-seeing omnipresent 
eye of television is fixed chiefly 
|}upon the family audience, and the 
programs are much more respecta- | 
ble than many of the stage shows 
and movies one used to see in the | 
old days. The cult of the pretty | 
girl continues, of course, as relent- 
lessly as ever, but now she is a nice | 
| girl, and although implausibly she 
may be selling such things as ce- | 


ae 


editorial office in the foreseeable future. 


+ = # 


What They're Saying... 


d handling costs. 
shall be closing that Washington 


ment and electric generators in the 
advertisements, she belongs to the 
world of junior proms and healthy 
breakfast foods. . . 


—Alan Moorehead, in the July issue 
of Holiday. 


It's a Gift 


We in the marketing and adver- 


Digest sells for 35¢ on the news- 
stands and that Curtis is still pub- 
|lishing Country Gent. 


“*‘The Hidden Persuader,’’ 
ejaculates Jim Woolf, the sage of 
Santa Fe, “is a disservice to ad- 
vertising.” 

Was it ever intended to be any- 
thing else? 


“We wear a famous old name 
and bright young faces,” says an 
agency looking for at least one 
bright new face to add to its gal- 
axy of stars. 


tising business have a special skill 
—to make people genuinely happy 
to own something which they may 
not originally have realized they 
even wanted to buy, or to accept 
an idea which can be made sur- 
prisingly palatable once it is un- 
derstood. 

—Douglas M. Saunders, chairman of 

J. Walter Thompson Co. Ltd., London, 


at the annual meeting of Britain's In- 
stitute of Practitioners in Advertising. 


Job Wanted 


Lonpon—(INS)—Advertisement 


in The Times of London: 
“Indolent, incompetent regional 

sales manager, 38, world’s worst 

organizer and administrator, will 


j}accept similar management ap- 
pointment offering exorbitant sal- 


” 


ary. 
—INS dispatch 


An agency hopefully looking for 
the perfect secretary describes her 
as “not a doll sans savvy: intelli- 
| gent, educated, experienced, per- 
| sonable, diligent, industrious.” 

That kind of gal will end up 
marrying the boss. 


Sweden has rudely rejected a 
proposal to establish commercial 
television. 

It’s just possible the Scandinavi- 
ans think the place to see movies 
is in the movie theaters. 

e 

In the National League in 1957, a 
pennant contender is described as 
a team which has been able to stay 
as long as a few days in fifth place 
or better. 
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ROBERT T. DEVLIN, JR. 


Master of 


When the wife of Inquirer columnist, John 
M. Cummings, inadvertently broke one of 
their brown porcelain door knobs with her 
head, he was concerned. His wife’s head was 
all right, but he couldn’t locate another 
porcelain door knob. 


After three weeks of fruitless search, 
Cummings brought the matter to his column, 
gloomily concluding: “It’s virtually impos- 
sible to get a replacement for a porcelain 
door knob.” He hadn’t asked for any, but 
merely reported his loss. 


‘Knob Peychology !” 


No matter. Nostalgia runs high in John 
Cummings’ column—and so does the re- 
sponse of his readers. As a result, porcelain 
knobs came pouring in from all over Pennsyl- 
vania as well as neighboring New Jersey, 
Delaware and Maryland. 


Actually, the porcelain door knob story is 
just one of the many examples of the way 
The Philadelphia Inquirer readers respond to 
any compelling message. Most advertisers 
are aware of this—that’s why they place 
more linage in The Inquirer than in any 
other Philadelphia paper! 


The Philadelphia Bnguirer 


Now in its 24th consecutive year of total advertising leadership 


Exclusive Advertising Representatives: 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


NEW YORK 


342 Madison Ave. 
Murray Hill 2-5838 


West Coast Representatives: 
SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 


DETROIT 
RICHARD I. KRUG 
Penobscot Bidg. 
Woodward 5-7260 


For John M. Cummings, Inquirer columnist, the 
porcelain door knob situation took a sharp 
turn for the better. 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 
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a Basic 
Part of 


Human Life” 


(From an address by 

JOHN P. CUNNINGHAM, 

President and Chairman 

of the Board, Cunningham & Walsh, Inc.— 
before the 53rd Annual Convention 

of the Advertising Federation 


of America.) 


(“Magazines—Up to Now—and From Now On,” is 
the title Mr. Cunningham gave to his address re- 
printed here in part. After discussing the magazine's 
adjustment to new forms of communication, such 
as radio and television—and the greatly increased 
magazine circulation that has accompanied this 
adjustment—Mr. Cunningham went on as follows:) 


I would like to talk about the real strength 
of magazines. The warmth, the marrow, the 
heartbeat. Because I believe very strongly 
that magazines ought to be talked about— 
right now—because they've been underem- 
phasized lately . . . for a decade or two. 


Magazines . . . have always been as basic 
a part of human life as music and laughter 
and sport. 


They existed long before printing. Leg- 
ends such as Beowulf and Siegfried were 
passed down through mankind from father 
to son in little mental magazines. Little 
cartridges of fiction and fact that were actu- 
ally stored by fathers in the memory cells of 
their sons to be delivered to later generations. 
These were the original magazines — these 
little store houses of lore—as old as mankind 
itself. Later they were graduated to the walls 
of caves, in picture and in text—the indoor 
magazines. They were chiseled in stone on 
temple walls, on plinths, obelisks, etc.—all 
good outdoor ancient publications. 


The famous Rosetta stone was a maga- 
zine article chiseled on stone. It claimed that 
Ptolemy was the true “Son of the Sun,” the 
“Father of the Moon,” and the “Keeper of 
Happiness of Men”—with practically the 
same text that was used in our own elections 
one year ago when all candidates—on both 
sides—claimed to be “The Keeper of Happi- 
ness of Men.” 


Finally, and quite recently really, came 
the printing press. 


Human lore could now be recorded in 
duplicate—in quantity—and stored away in- 
dependently of the human mind. 


It took two directions. One—books—in 
which total human lore could be said to be 
warehoused. Two—magazines—which more 
or less became the periodic dispensers of, and 
contemporary additions to, human lore. 


Very early magazines began to sub-divide 
themselves like an amoeba into cells repre- 
senting various interests. Specially edited 
magazines were published to cover these 
special interests. A few of the popular titles 
of the past were: “The American Swineherd,” 
“Arid America,” “Bee-Keeper’s Review,” 
“Embalmers’ Monthly,” “The Cheese Re- 
porter,” “Aggressive Methodism,” and “The 
Heathen Woman's Friend.” 


Magazines have always had this unique 
capacity to separate audiences by interests. 
No other medium can even approach maga- 
zines in this respect—a factor of inestimable 
value to advertisers. Almost no interest has 
been neglected. 


And of course there are more special 
interest magazines today than ever. 


So magazines have Range. They can 
Range at will across the broad expanse of 
man’s activity and interest. This presents ad- 
vertisers with an economical target of special 
interests — in photography, in boating, in 
travelling, etc. Such focussing can be found 
in no other media. 


The most important, however, of all the 
attributes of magazines is their almost un- 
believable INFLUENCE on American life. 


I doubt if any attachment is stronger be- 
tween a human and an inanimate object than 
the attachment between a reader and his 
favorite magazine. 


Which is a fine tribute to the great editors 
who have held the minds and hearts of vast 
multitudes of people—an invisible throng 
from every corner of the country held en- 
thralled in an invisible auditorium. These 
great editors have had marked influence on 
the thinking of their readers over the years. 


Until today one could say that magazines 
mirror the mores of our times... 


Magazines, generally, flourish on the good 
things of life—Home Building, Child Raising, 
Good Cooking. In fact, magazines conduct a 
continuous bombardment at all of us to live 
better! Live better! be happy! be happy! This 
bombardment comes with equal density from 
both the editorial and the advertising columns, 


I am sure that if it weren't for magazines 
we wouldn't all have these highly talented 
electric kitchens, clean fresh clothes every 
day, wondrously cooked and served foods. 


And even the beauty of our women. 


Walk down Fifth Avenue. See the blondes 
of all ages—glowing on every side. Who did 
it? The magazines of America. 


They are not only responsible for the 
Forward Look, but also for the Backward 
Glance! 


“Do-It-Yourself” has become a multi- 
billion dollar industry. Who did it? The 
magazines of America. 


The American box-top is rapidly acquir- 
ing a higher purchasing value than the Amer- 
ican dollar. Who did it? The magazines of 
America. 


Very seriously, I believe that General 
Electric would not be the General Electric 
of today without our magazines. 


General Foods would not be the General 
Foods we know today without our magazines. 


Nor would General Motors. Pll wager 
that more automobiles have been sold in the 
pages of American magazines than in the 
auto showrooms of America. 


Magazines tell us what to buy. What to 
eat. How to eat it. Where to go. How to go 
there. How to get our children and how to 
raise them. How to tell our children how to 
get their children. How to handle the old 
mumbling bumbling birds-and-the-bees job— 
and handle it right. 


Unlike poor old Red Skelton—who said 
his father told him about the birds and the 
bees when he was seven. And, says Red, 
“He done such a good job that I was in love 
with a bee till I was twenty.” 


Good, soundly-run magazines are con- 
stantly changing. They must keep pace with 
their time—or they die. 


But there is no question that the maga- 
zines of America today are more vigorous, 
more vital, more important than they have 
ever been. More than any other medium they 
reflect the mores and ever-changing patterns: 
of what is known in any one year as “our 
times.” 


If I wanted to find out how people really 
lived in the year—let’s say of 1876—I would 
turn to the magazines of that year. I would 
learn what they ate, what they wore from 
the skin out, how they loved, thought and 
cleaned themselves. 


Our magazines, certainly, will be a rich 
source for future historians. If only there were 
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modern magazines in the days of Helen of 
Troy. We would know what she was sur- 
rounded by, other than Greeks, in the more 
intimate and interesting areas of unguents 
and uplifts and plumbing. 


To sum up the case for the magazines 
of America today— 


1. They are stronger than ever—financially, 
in circulation and in advertising. 


2. They have a dominance in total numbers 
beyond any other medium. 


3. They have a “reader-devotion” that is 
unsurpassed by any other medium. 


4. They provide a selectivity of readers by 
various interests beyond other media. 


5. Magazines offer advertisers a permanent 
“national show window” in which to offer 
their goods. It’s always there. 


6. They have an influence on our daily living 
habits—I believe—beyond other media. 


(Mr. Cunningham, elsewhere in his address, gives 
the following figures for magazines and other media: 
There are currently 184 million copies of any one 

|, issue of all magazines; 55 million newspapers per 
day; 121 million radios, home and portable; 40 
million homes with TV sets. Not only magazine 
circulation, but magazine advertising revenues as 

« well are at an all time high. In 1956, they rose 10 
per cent to a peak of $723 million—about doubled 
since the end of World War 11.) 


Now, where do they go from here? 
How about future circulations? 


If magazines merely continued their 
present rate of increase, their circulations 
would be 35 per cent higher by 1965 and 
could double by 1975. 


But I expect much larger increases than 
this. For the following reasons: 


1. Increased leisure. We're already knocking 
at the door of the 4-day week. This addi- 
tional liberty will be divided among many 
“pursuits of happiness,” including the 

’ reading of magazines. 


2. Current acceleration of population in- 

| crease. The “boom in babies” in the 40's 

‘ will of course breed more magazine read- 
ers in the 60's. 


3. There's the nation’s economic growth, and: 


4. Most important of all is the advancement 
in education. According to Uncle Sam's 
statistics, 84 per cent of all college gradu- 
ates buy magazines, 72 per cent of high 
school graduates buy magazines and only 

» 51 per cent of the people going no further 
than grammar school buy magazines—so, 
as we get ourselves better educated, it 

* seems inevitable that magazines will step 
up their rate of increase. 


In thinking of this talk I wondered how 
much magazines might change their form in 
the future. How would publishing be affected 
in an electronic and nuclear world? 


We already have talking books and maga- 
zines that you just plug into an electric out- 
let... 1 myself have listened to the talking 
books and magazines recorded for the blind. 
It's wonderful to lie, with your eyes closed, 
on a couch and have your favorite detective 
stories delivered to your ears by a cultivated 
English voice. Wonderful, yes, but it will 
never supplant the printed book or magazine. 
Why? 


The printed page gives what to all of us 
at times, is the most desirable communication 
of all—the leisurely communion between man 
and the printed page in that most precious 
of atmospheres: the rich depths of—Silence! 
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SCOFFER'S GUIDE Tro SPORTSCARS 


TOWN& COUNTRY 
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HEARST MAGAZINES 


BRITISH MAGAZINES: Connoisseur, Good Housekeeping, Harper's Bazaar, 
House Beautiful, She, Vanity Fair 
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Set Ownership Gains 
in Europe Expand 
Tv Film Market 


New York, July 2—Television 
set ownership in Europe “in- 
creased considerably” in the first 
four months of this year, accord- 


ing to Manny Reiner, foreign sales | 


manager of Television Programs 
of America. 

Mr. Reiner, back from a five- 
week sales trip to Europe, held a 
press conference at which he pre- 
sented the following figures on tv 
circulation: 


Jan. 1 May 1 
eres 6,200,000 7,000,000 
West Germany ...... 682,000 1,000,000 
FRANCE .....cc0seceeeee 400,000 550,000 
GEE © taticdtesiscccnemn 328,000 550,000 
EINE Scrsncrneene , 150,000 200,000 
88,000 100,000 
50,000 76,000 
19,000 25,000 
12,500 25,000 


= Mr. Reiner 
tv abroad is opening important|a share. 


said the growth of 


markets for American film syndi- 


|cators. TPA has sold at least one 


film series in every tv market in 
the world, he reported. Its last 
sales have been “Lassie” in Swe- 
den, Denmark and Switzerland; 
“Fury” in Switzerland and Vene- 
zuela; “Lassie,” “Fury” and “Priv- 
ate Secretary” in Germany; “The 
Count of Monte Cristo” in Luxem- 
bourg, and “Last of the Mohicans” 
in Monte Carlo. 

TPA films now are being dubbed 
in French, Spanish, Italian and 
German. Since last August Mr. 
Reiner has appointed 22 sales rep- 
resentatives in as many countries. 
TPA says it now derives 25% of 
its gross from foreign sales, in- 
cluding Canada. + 


Reports Record Earnings 
McKesson & Robbins, New 
York, reports sales for the fiscal 
year ending March 31 at a record 
$578,813,402, up 9% from the pre- 
vious year. Net income also set a 
new high at $10,475,449, or $5.63 
a share, compared with 1956 earn- 
ings of $8,802,214, equal to $4.75 


The median income of the 
non-farm Z/és Magazine 
households is *6,050. This 
is exceeded by only 5 of 
the 54 magazines appearing 
in the latest Starch 
Consumer Magazine Report. 


1,180,296 Elks comprise a 

mass market with class incomes. 
The Starch 51st Consumer 
Magazine Report gives the 
complete picture. Just write or 
phone to see a copy. 


THE 


MAGAZINE 


New York « Chicago * Los Angeles + Portland, Ore. field, New York, as account execu- 


| BofA’s Barry, Son 
Recover After Being 
Struck by Lightning 


Cuicaco, July 2—An account 
executive for the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn., has returned from 
his “vacation” with a harrowing 
tale of near tragedy and heroism 
in the Minnesota wilderness. 

John R. Barry spent several 
rugged hours getting off a remote 
island 40 miles northeast of Ely, 
Minn., after a lightning bolt had 
paralyzed his legs temporarily and 
knocked out his 10-year-old son. 

The incident occurred Thursday 
evening, June 20. Mr. Barry and 
his son were huddled under a pro- 
tective tarpaulin when a thunder 
and hail storm interrupted their 
fish-cleaning chores. Lightning 
crashed into a nearby tree and 
knocked them both unconscious. 

“When I woke up, I found my- 
self spitting hailstones out of my 
mouth,” Mr. Barry said. 


® He crawled to his son and was 
about to apply artificial respiration | 
when the boy moaned. The father 
was able to hobble 30 feet down a 
rocky path to their water-filled 
canoe, where he removed the out- 


board motor, dumped the water 
and replaced the motor. Then he} 
made another painful trip to bring | 
his son to the boat. They reached 
another island three miles away, 
where a nurse who runs a trading 
post treated their burns. Young 
Johnny revived along the way, 
and after several hours the adman 
recovered from his paralysis. 

They were later flown to a hos- 
pital in Ely. 

“I’ve taught Boy Scouts to stay 
away from trees during an electri- 
cal storm,” said Mr. Barry, who 
had fished the northern Minnesota 
area before. “But it’s a good thing 
we didn’t go back to our tent in 
the clearing. The lightning bolt 
flashed along the ground and/| 
burned out the floor of the tent.) 
We might have been killed in| 
there.” 

Mr. Barry and his son received 
burns on their legs, but are re- 
covering rapidly. Both are back in 
their suburban Evanston home 
with Mrs. Barry and two daugh- 
ters. 

Mr. Barry joined the BofA six 
years ago, after being ad manager 
for Wilson Bros., maker of men’s 
furnishings. + 


Two to Doherty, Cliftord 

George T. Byers, formerly with 
Beech-Nut Life Savers, and Rob- 
ert C. Doherty, formerly manag- 
ing editor of Gentry, have joined 
|Doherty, Clifford, Steers & Shen- 


tives. 
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F COLOR USED: SALES DOUBLED! 


“New Goebel Beer with Crystilled 


Creek area via large space color ads in the Enquirer and News. 


water was introduced in the Battle 
The 


first month after the initial ads appeared our sales were double the 


previous year. 


We feel that much of the credit for this sales in- 


crease must be given the advertising program in the Enquirer and 


News. 
in boosting sales." 


ENQUIRER 


Their cooperation in merchandising this campaign also aided 


Albion Beverage Co. 


Santo Calderone | 
Battle Creek, Mich. | 


AND NEWS ~ 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 


SAW VYER-FERGUSON-WALKER COMPANY 


Advertising Age, July 8, 1957 


Getting Personal 


Top awards in George Frey’s annual golf tournament at the Bal- 
tusrol Club in Springfield, N. J., this year went to William Mcllivain, 
Leo Burnett Co., for low net; E. C. Anderson, RCA, for low gross, 
and Thomas H. Davson, CBS Television, for nearest to the pin. Mr. 
Frey made this summer event something of a tradition during his 
many years as sales chief of NBC; he is continuing it in his present 
role as Sullivan, Stauffer, Colwell & Bayles vp... 

William R. Northlich, president of Farson, Huff & Northlich Inc., 
Cincinnati, has been elected president of the Cincinnati Sales Ex- 
ecutives Council, a Chamber of Commerce affiliate. He is a former 

president of the Cincinnati In- 


dustrial Advertisers, and is 
active in civic affairs. . . 
Sydney G. Walton, vp of 


Kenyon & Eckhardt Inc. in 
San Francisco, has been elect- 
ed chairman of the American 
Red Cross convention which 
will be held in San Francisco 
in 1958. Mr. Walton, chairman 
of the San Francisco chapter, 
was elected to the convention 
post during the final session of 
the 32nd national Red Cross 
convention in Washington... 

Philip M. White, vp and 
manager in the Chicago office 
of Reach, McClinton & Co., 
has been appointed volunteer 
chairman of public informa- 
tion for the Chicago chapter of 
the American Red Cross by 


GOOD SKATES—Gloria Yunge, secre- 
tary to the art director at James 
Thomas Chirurg Co., New York, 


James E. Rutherford, chapter 
chairman. Mr. White succeeds 
J. R. Pershall, president of J. 


R. Pershall Co., who has been 
the volunteer head of local 
Red Cross public information 
since October, 1952. Mr. Per- 
shall will remain as a member 
of the chapter’s board of di- 


helps blind Donna Pastori during 

skating session at the Lighthouse. 

Miss Yunge is a Lighthouse recrea- 
tion volunteer. 


rectors. . . 

Harry L. Harrison, president of Harrison House, advertising and 
marketing agency, Meriden, Conn., was married to Jeanne Lewis 
Davenson, a well known Canadian journalist, on June 9... 

Roland McClure, manager of CBS Radio Spot Sales, Hollywood, 
became a father for the second time on June 19, when his wife 
presented him with a son... 

A. C. Nielsen, president of A. C. Nielsen Co., Chicago, largest 
marketing research company in the world, was seen on Ed Mur- 
row’s “Person to Person” tv program aired on CBS Thursday, 
June 28... 

Bob Quick, director of merchandising, W. E. Long Co., Chicago, 
independent bakers’ cooperative, and his wife, Lois, who was for- 
merly a traffic manager in Young & Rubicam’s Chicago office, are 
the proud parents of a new baby boy, Bob, born June 25 at Illinois 
Central Hospital. Little Bob weighed in at 6 lbs. 2 oz... 

Walter Kurz, advertising manager of the Chicago Tribune, is re- 
covering nicely at Passavant hospital from an operation to correct 
a back ailment... 


ahd 


MEMENTO—Oscar T. Jacobsen, president of Jacobsen Mfg. Co., Ra- 

cine, Wis., called the dean of the power mower industry, receives 

the autographed original of a lawn mower cartoon by Joseph Par- 

ish, Chicago Tribune cartoonist. Ken Ring (right), exec vp of Wes- 

ley Aves & Associates, the Jacobsen agency, makes the presentation, 

and Don Smith (center), director of merchandising and pr of the 
agency, does the beaming. 


George H. Allen, assistant publisher and general manager of 
McCall’s, New York, has been named president of the Harvard 
Business School Assn... 

Walter Landor, San Francisco industrial designer, has been award- 
ed an honorary doctor of fine arts degree from the California Col- 
lege of Arts and Crafts... 

John B. Poor, president of the Mutual Broadcasting System, New 
York, received an honorary doctor of laws degree from his alma 
mater, Wesleyan University in Middletown, Conn. He was cited 
for candor, integrity and as an example of “the best of young lead- 
ership in American life”... 

Dick Berlin, Hearst Corp. head, has been tapped honorary doctor 
of letters by Duquesne University .. . 

Rick Karklin, publicity director of Proebsting, Taylor Inc., has 
been elected vp in charge of pr for the newly-formed Boston Uni- 
versity Alumni Club of Chicago... 
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...make your ‘proposal’ through Hearst's Bride & Home 
the only magazine edited exclusively for the 


matrimoney 


BRIDE & HOME doesn’t love her and leave her at the altar. BRIDE & HOME knows 


that she’s waiting to be told, and waiting to be sold, throughout the Honeymoon 
Years. That’s why BRIDE & HOME tells her how to coddle a husband and an egg. 
That’s why BRIDE & HOME speaks authoritatively and provocatively on all her 


interests after bobby sox till Dr. Spock’s. 


And BRIDE & HOME is the only magazine that does...with a broad editorial con- 
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cept that covers fashions and furnishings ...trousseaux and travel ... wedding 
gowns and clothes-for-home. With starry-eyed articles on honeymoon trips, and 
down-to-earth tips on feathering a nest...whether it’s hearts and flowers or 
sense and cents... BRIDE & HOME talks her language... taking your proposal to 


the girl who says ‘Yes’...to the responsive money market. 


If you're proposing to the Matrimoney Market, ask your local representative for the complete story on Hearst’s new 


Bride & Home 
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A HEARST MAGAZINE 


Latest issue: Publisher's Estimate—approximately 100,000 copies 


ADVERTISING OFFICES 


NEW YORK, 572 Madison Avenue, N.Y. 22, PL 1-2100 

CHICAGO, 400 West Madison Street, Chicago 6, CEntral 6-2757 
DETROIT, Stephenson Bldg., Detroit, TRinity 5-8216 

ATLANTA, 1447 Peachtree Street, N.E., Atlanta 9, T Rinity 4-8694 
BOSTON, 462 Boylston Street, Boston 16, COpley 7-8888 

LOS ANGELES, 1709 West 8th Street, Los Angeles 17, DUnkirk 8-5187 
MEMPHIS, 1604 Raymore, Memphis 17, MUtual 5-9643 

MIAMI, 701 Chamber of Commerce Bldg., Miami 32, F Ranklin 1-0376 
SEATTLE, 6133 Arcade Bldg., Seattle 1, MUtual 7525 


TYLER, TEXAS, P.O. Box 3142, Tyler, Texas, TY ler 3-3948 


THESE MAGAZINES ARE ALSO PUBLISHED BY HEARST: Harper's Bazaar, Town & Country, Cosmopolitan, Good Housekeeping, House Beautiful, 


Motor Boating, Motor Magazine, Sports Afield, American Druggist, The Connoisseur. 
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Advertising Age, July 8, 1957 


in 


“| SELL ROLLER CHAIN TO THE OEM” 


says 


Herman Pihl 
VICE PRESIDENT, ACME CHAIN 


Bernice Alexander | Armour Promotes Coupons . uanener drinks. oye os 
| Armour & Co., Chicago, is using | SU™™er ttt a sr ng ene 
Is NRHA’‘s No. ] a color page with a 16-page pocket- | °US insertions in 500 daily news- 
size recipe booklet attached in the| Papers. In addition, color pages 
Hardware Retailer ‘current McCall’s. The booklet, will be used in Life and Look. 
| which tears out along a perforated Batten, Barton, Durstine & Osborn 
INDIANAPOLIS, July 2—The hard- |); contains two pages of cou-| is the agency. 
ware trade, long regarded as strict- pons, each worth 15¢ toward the 
ly a man’s business, this year! jurchase of Armour canned meats Premium Group Elects Steen 
for the first time will honor a —$1.50 in all. The coupons are re-| Norman K. Steen, in charge of : i 
woman with the title of “Hardware | qeemable only by mail—not in food premium buying at Kenyon & and conveyor accessories, I've found 
Week Retailer of the Year.” stores. Tatham-Laird, Chicago, is| Eckhardt, has been elected presi- one thing. 
Mrs. Bernice Alexander, manag-| the agency. dent of the Premium Merchan- “The Purchasing Agent is mighty important.” 
er of Hartford Hardware, Hart- dising Club of New York. The , . arta, T lot different then 
ford City, Ind., Ss Push organization has no other officers, “In fact, to-day’s Purc asing “Agent is a differ 
gained the title| Schenley Sets Summer but new members of the board of | im the old days. More technically minded, more open to 
last week by| Schenley Distillers Co. has| governors include Erwin Funke, new ideas. 
winning a sales|!aunched a new campaign to run Funke & Hoffman; Margaret Har- | “That's why I'm glad Acme Chain advertises regularly 
promotion contest through August featuring itS|rison, Batten, Barton, Durstine & in PURCHASING NEWS.” 
among the 23,-|Schenley Reserve blended whisky Osborn, and Frank Krause, Ben- 
000 independent|and Schenley Golden Age gin for rus Watch Co. 
hardware store| 
members of the 
of National Retail 
| . Hardware Assn. 
A runner-up in 
Mrs. B. Alexander last year’s con- 
test, Mrs. Alex- 
ander, who has been managing the 
store for only three years, scored 
her promotion triumph with heavy 
advertising and promotion of a 
ten-day selling drive that boosted 
sales 100% over the same period 
last year. A nine-man panel judged 
the contest entries. 


“In the years I've been selling chain 


® She ran teaser ads for a weck 
in advance of the sale in the Hart- 
ford City News-Times, followed up 
by page ads the first and second 
day of the drive. She also mailed 
out 4,000 circulars the day before 
the sale opened and used numerous 
spots on a radio station in nearby 
Marion, Ind. 

For her in-store promotion Mrs. 
Alexander held 22 product demon- 
strations during the sale, staged 
giveaway drawings every day with 
a grand prize the last day and used 
other giveaways as traffic builders. 
She decorated the store with all 
400 pieces of NRHA'’s in-store pro- 
motion kit. 

“During Hardware Week we 
never averaged less than 200 cus- 
tomers a day,” according to Mrs. 
Alexander. She said that normal 
volume is about 100. 


s “Our experience has been that 
the greatest value of Hardware 
Week is the following 60 days,” she | 
said. “Increased sales throughout 
this period can be traced to Hard- 
ware Week and our follow-up of 
customer excitement and _ sales 
leads resulting from high store 
traffic during the promotion.” 

Mrs. Alexander took over the 
store management post three years 
ago from her husband, who does 
electrical and heating contracting 
work. In addition to running the 
store, Mrs. Alexander is a house- 
wife and a licensed pilot. 

She sees nothing really unusual | 
about a woman in the retail hard- 
ware business—or about her birth- 
day present last year. She asked 


f d Sectri ; Since EXTRA whiteness can add greater PAPER TISSUES: Whiter-than-white tissues containing CALCOFLUOR 
ceeded Bs = a appeal to the paper product you use or make look pure... sanitary... and win wider consumer acceptance. 
... just specify paper containing CALCOFLUOR* ; 

Zimm N Bl White PMS Conc. for an astonishing improve- PACKAGES: A bright, white package made of CALCOFLUOR-treated 

D er wyagg ts b. sos ‘ al ment! The “Glow-White” brilliance this board stands out on the shelf... attracts attention... literally 

0 . Bla as been electe : mt hi ine : 

vp of Walter J. Zimmerman As- Cyanamid fluorescent td ta — invites a shopper to take it home! 
sociates, New York industrial | papers gives them a compelling a sales ap- 
agency. Mr. Blagg has been an peal...a sparkling, whiter-than-white quality Folders + Catalogs + Booklets +» Annual Reports + Advertising 
account executive with the agen- look. Rely on your own eye “s discover eH Brochures + Company Letterheads + Business Cards + Greeting Cards 
lenges oe tas a ee ix ae pipe adaiinion Business Forms + Manuals + Sales Literature + Programs 
Toy Assn. Names Hoover CALCOFLUOR White, or write to American Labels - Packages . apennabany are given new sales power and 

Stuart Hoover, acting secretary, Cyanamid Company, Dyes Department, for attractiveness with CALCOFLUOR-treated papers. 
ee nom Geant ates bg further information. It will pay you to investigate! 

oy Manufacturers of the U.S.A., Trademark 
New York. He succeeds Horatio 
D. Clark, who died April 17 after CYANAMID 
a year’s illness (AA, April 22). —— > —— 

AMERICAN CYANAMID COMPANY 

—- a > — _— DYES DEPARTMENT - BOUND BROOK, NEW JERSEY 
the rE Re en Co. Bristol NEW YORK * CHICAGO * BOSTON * PHILADELPHIA * CHARLOTTE 


PROVIDENCE * ATLANTA * LOS ANGELES * PORTLAND, OREGON CAI Cc SS i i [TOR ; 
pare ge Bg ~~ ~ ee ot NORTH AMERICAN CYANAMID LIMITED * DYES DEPARTMENT * MONTREAL AND TORONTO : : 
urer, in as enera sales 
manager, has been promoted to 
vp in charge of sales. ' 
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COUNTER | 


Food advertisers have got the goods on NBC Radio 
.»- have made it their #1 radio network buy. 


Advertisers of supermarket products have always used 
radio as basic strategy, of course. Radio reaches the 
busy housewife as no other medium can... at point- 
of-use, while she’s working with food at home...just 
before she dashes out to shop. Reaches her at home, 
and in her car... oftener than any other medium can. 


But NBC RADIO, with its unique programming tech- 
niques, is the specialist in selling to Mrs. America. 


Result: So many food product advertisers have turned 
to NBC Radio, that over 40% of all its commercials 
now sell food products. And over 75% of the NBC 
Radio commercials now sell supermarket products. 


A growing list of grocery product advertisers is using 
NBC Radio. Leaders in the field, like American Dairy, 
Del Monte Brands, Florida Citrus, General Foods, 
General Mills, Morton Salt, Pabst, Pepsi-Cola and 
Quaker Oats, for example. 


Call your NBC sales representative today. He'll give 
you all the details on how to get your goods on the 


NBC RADIO NETWORK 


NOW! Food advertisers can test results at point of purchase...FREE! 
Write today for details on how the NBC Radio Network offers tailor- 
made research studies FREE-OF-CHARGE on the sales effectiveness 
of your network radio campaigns. Request “See For Yourself” infor- 
mation. No obligation, of course. Address: NBC Radio, Dept. 59S8-C, 
30 Rockefeller Plaza, New York City. 
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FOOD ADVERTISERS BUY 
~ ) MORE TIME ON NBC RADIO 
THAN ON ANY 
\ ~ OTHER RADIO NETWORK 
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Like cheese and crackers 


Eu . . . = . . 
> . .in Wisconsin the combination is... 


BELOIT NEWS and JANESVILLE GAZETTE 


 —— 
4 — 


The Beloit News-Janesville Gazette combination gives you 71.6% coverage 
of 3% counties in Wisconsin and a substantial portion of 3 counties in 
Illinois. Statistically speaking, every family in Metropolitan Rock County 
subscribes to one of these two papers. 


FOURTH LARGEST CIRCULATION IN WISCONSIN 


P. T. BREWER GEORGE W. GRESSMAN 
BELOIT, WIS. JANESVILLE, WIS. 
EMerson 5-8811 PLeasant 4-3311 


Finger Nail ‘Petals’ 


Get Spot TV Push | 


as Beauty Aids | 


| Morris Hercuts, N. Y., July 2—| 
Heralded as the biggest event in 
beauty history since the advent of | 
the permanent wave, a plastic nail | 
makeup called Ten-Day Press-On | 
/nail color is being introduced in| 
|two cities by Harrison Laborato- 
ries, a division of Technical Tape 
| Corp. 

| The new product consists of a 
|strip of adhesive-backed plastic 
“petals” which are pressed onto the 
nails, adhering for at least ten 
|days, according to the company. 
|The makeup is available in ten 
shades of coral, pink and red. 

| The company has budgeted $1,- 
| 600,000 for an introductory spot tv 
and newspaper co-op campaign 
this summer, with the “over- 


whelming proportion” slated for 
spot tv. The promotion broke June 
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Familiarity with your market pays off big. Take our 
case: PENNSYLVANIA FARMER is read by 9 out of 10 
rural families in the state. We know all the wrinkles— 
their way of farming, their organizations and customs. 


Full coverage and the high readership of PENNSYL- on 


VANIA FARMER bring you extra sales. Besides, Pennsyl- 
vania is a top-third state in farm income. Cash intake 
is unusually steady every month of the year. Here’s 
multi-product stability—not a one-crop, one-animal 
economy. 


For triple effect add THE OHIO FARMER and MICHIGAN 


PENNSYLVANIA FARMER 


COCO Eee 


PENNSYLVANIA 


THE OHIO FARMER, Cleveland 


MICHIGAN FARMER, East Lansing 


FARMER, equally popular in rich agricultural areas. All 
three papers are published twice each month and are 
4-color gravure printed to save the cost of plates. 
Want the full story? Write 1010 Rockwell Avenue, 
Cleveland 14, Ohio. 


Greatest Agricultural Show in the East 
1958 Pennsylvania Farm Show 


PREVIEWED THE JANUARY 11, 1958 ISSUE 


Harrisburg — Jon. 13-17, 1958 


CLOSING DATE DECEMBER 16, 1957 


Qm02inG new instomt manicure 
went Chip smaon Or peel 


FOR 10 FULL DAYS! 


TenDay 


PRESS-ON NAIL COLOR 


n anything like this new glamor 
ur nails look mew, stay new, for 10 
hing. either! 


new TenDay 


Preas 
ng to 


Or 
ly- never any wait 
proof actually prot 

jays, your hands 


and 
will 


me from 10 fashion-right shades Smart purse-kit 
manicures to outlast old-fashioned polishes 


with enough 
only $1.00 plus tax 


INSTANT MANICURE—Co-op ads like 
this one have introduced TenDay 
Press-On nail color, first cosmetic 


product of the Technical Tape 
Corp. 
23 in Syracuse and June 30 in 


| Cleveland. In both cities, a satura- 


| 


ition tv campaign of one-minute 


and 20-second spots is running for 
eight weeks, six days a week, four 
or five times daily on every tv sta- 
tion. 


|@ This introductory program will 
| probably be repeated in each major 


| city across the country as distribu- 


jtion is increased, although the 
company is awaiting results of the 
two test markets before deciding 
how fast to branch out. The prod- 
|uct is expected to reach New York 
stores by late July. 

The product is being placed in 
drug, department and_ variety 
Stores, and the company reports 
that almost 100% distribution has 
been achieved in the two test cities. 

The product consists of thin 
plastic film backed with an ad- 
hesive that withstands heat, water, 
detergents, steel wool, chemicals, 
etc., the company says. The plastic 
is die-cut into strips of 12 various- 
size “petals” in 1/64” gradations. 

From this strip of 12 sizes the 
consumer selects the five “petals” 
that fit her nails. Two strips, one 
for each hand, are included in each 
set. The product is sold for $1.10 
plus tax for a box of four sets, 
packaged in a purse-size plastic 
case, complete with emery board 
for filing each “petal” to the ap- 
propriate length. 


® The ads point out that this is a 
“dry manicure” that goes on in- 
stantly, protects and beautifies the 
nails and “is twice as glossy as old- 
fashioned polish.” 

This is the first cosmetics prod- 
uct for the company, which turns 
out a line of consumer and indus- 
trial tapes, including masking, 
bookbinding and decorator tapes. 

Product Services, New York, is 
the agency. + 


Hotman Joins ‘McCall's’ 

Norbert Hofman Jr., formerly 
on the executive promotion staff 
of Cowles Magazines, has joined 
| McCall's, New York, as general 
promotion manager. He succeeds 
Martin Hummel, who left recently 
to become an account executive 
with Sullivan, Stauffer, Colwell & 
Bayles, New York. 


'Golden Joins Burnett 

Leo Burnett Co. has appointed 
Myron Golden as a broadcasting 
department producer in its New 
York office. For the past two 
| years, Mr. Golden was a producer 
| for Roy Winsor Productions. 
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| Newsweek tips 
for its BIGGEST FIRST-HALF EVER 
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Clown diver Bob Knapp leads off festivities at specially constructed pool near Marshall Field's 


Wut a Song fw | 


...On the Mall, Olympic diver Bruce Harlan ... In the stores, Johnny Mize demonstrates batting ... In the parking lot turned sports arena, 16 famous 
draws crowds for practice jumps on trampolin stance for afternoon shoppers in sporting goods sports stars are introduced in opening ceremony 
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Here’s what happened when sport, SPORTS ILLUSTRATED, and 
one of America’s newest and most beautiful suburban shopping 
centers, Chicago’s Old Orchard, got together for five days last 
month! 


It was the second of the SPORTS ILLUSTRATED 
Suburban Spring Sports Festivals (the first was Gimbels Chelten- 
ham, May 15-22) and every one of Old Orchard’s busy 115 acres 
and 28 stores—from Marshall Field’s and the Fair's elegant windows 
to the Kroger Food Mart’s giant wall murals—shone with the unique 
color and excitement that is sport's alone. 


Thousands more shoppers than usual turned out—to enjoy 
live demonstrations by some of America’s greatest sports stars: 
“Crazy Legs” Hirsch of the Los Angeles Rams; Steve Klisanin, 
“Mr. Universe”; Bertha Ragan, champion woman softball pitcher; 
Willie Mosconi, national billiards champion; Johnny Mize, one 
of baseball's all-time greats; Frank Parker and Bill Talbert, tennis 
champions; trick golfer Paul Hahn. 


Like hundreds of advertisers, America’s great regional 
shopping centers (now doing more than a billion dollars a year 
in retail sales) are discovering the excitement of selling with sport 
—the impact of selling with SPORTS ILLUSTRATED. 


Sling . 


Said a Chicago ad executive: “It was an event to remem- 
ber in any merchant's language. An excellent promotion... and 
a tremendous outpouring of people (even in spite of a downpour!). 
You may be sure, and | think | may speak for everyone at Old 
Orchard too, the next time SPORTS ILLUSTRATED plans a like 
event, we all want to be aboard.” 


What a setting for selling! 


SPORTS 
ILLUSTRATED 


Circulation now more than 750,000 weekly 
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bie we PER-FARM INCOME 


Z-¥, nearly DOUBLE 
~the National al Average! 


National ave. income per farm... $6,629 | 


® Just one of many facts that make the 46-county, 
billion-dollar Siouxland area and her selling cen- 
4: ter, Sioux City, an ideal market for your products 
+... Sell the Siouxland Market through Sioux City’s 
newspapers. Write for free market brochure. 


JOURNAL-TRIBUNE 


REPRESENTED NATIONALLY BY JANN & KELLEY, INC. 


‘Science & Mechanics’ Dissects Russian Auto, 


Finds Soviet Car Engineers Lack Originality 


Cuicaco, July 2—Russia may 
be throwing its best scientific and 
engineering brains into developing 
nuclear bombs and jet planes, but 
when it comes to making a pas- 
|senger car for the consumer, the 
Soviets seem to have run out of in- 
| genuity. 

At least, that’s the conclusion 
drawn by the editors of Science & 
Mechanics after putting a Russian 
auto, the M-20 Pobeda, through 
the testing mill. 

The auto was purchased, with 
permission of the U. S. govern- 
ment, by Vern L. Schield, president 
of Bantam Schield Co., through an 
auto dealer in Helsinki, Finland, 
for $1,890. 

An article on the results of test- 
|ing the auto in the August issue of 


Science & Mechanics points to 


some tentative conclusions about | 


the state of the passenger car in- 
dustry in the U.S.S.R. at present. 


s According to Don Dinwiddie, 
managing editor, you only need 
search any auto junk yard and you 
will find the basic design, almost 


unmodified, for most of the com-| 


ponents of the car. 

In appearance, the Pobeda com- 
bines features of Plymouth, Ford, 
Chevrolet and Nash of the middle 
and late ’40s closely enough to sug- 
gest that some of the original dis- 
carded dies may have been used, 
Mr. Dinwiddie says. 

The engine, a 40 hp, four-cylin- 
der job, appears to be almost a di- 
rect copy from the Willys Jeep, 


WHICH OF THESE ADVERTISING PIECES 
HAS GREATER ATTENTION -VALUE ? 


Count the “plus” features 


all at 


low coach rates and 


no extra fare! 


The question is a rhetorical one, because there can hardly be any 
difference of opinion about the answer. 

When the New York Central System designed this attractive 
pamphlet to promote its crack new “Xplorer” train, it would have 
been only natural to use black ink on white paper, as indicated 
in the upper of the two reproductions. However, someone used 
imagination and specified that the job should be printed with 
blue ink on canary-colored paper. 


HAMILTON, OHIO 


all at 


Count the “plus” features 


low coach rates and 
no extra fare! 


The added cost was trivial, since colored inks cost only a little 
more than black ink and colored papers cost only a little more 
than white papers of corresponding quality. 

There’s an idea here which, applied to any long run, can result 
in tremendous economy, actually giving a two-color effect with 
one-color printing. We would be pleased, at your request, to 
submit swatches of colored papers in six of the grades in the 
Beckett line. Just write for them on your business letterhead. 


THE BECKETT PAPER COMPANY 


Makers also of the world’s whitest papers—Beckett Hi-White and Beckett Brilliant Opaque 


Advertising Age, July 8, 1957 


| 


Tennessee can save $$$5$S 
by using concrete on the Interstate System 


MERE'S WHY 
ANT HOW, 
| Com 


v= news MARQUETTE pm 


CEMENT VS.—lowa, Tennessee and 
Georgia are the targets of a special 
six-month newspaper campaign by 
Marquette Cement Mfg. Co. to pro- 
mote the use of cement for the 
interstate highway system. Roche, 
Williams & Cleary, Chicago, is the 
agency. 


but turned end for end with the 
carburetor on the right side. 


s Other noteworthy features of the 
car: 


e A 12-volt battery. 


e An adjusting needle on the main 
jet of the carburetor, a practice 
domestic manufacturers started to 
abandon years ago. 


e Signs of hand-finishing and file 
work beneath the paint at various 
points on the body panels. 


e Boot-covered rear leaf springs 
and rugged front springing and 
suspension, indicating the car was 
built to take rough and dusty roads 
in the Russian landscape. 


e The car is able to run on very 
low octane gas, suggesting that 
Russian oil refineries are geared to 
produce jet fuels for fighter and 
bomber aircraft rather than fuel 
for high-performance cars. 


e Each car is supplied with a tool 
kit with enough tools to stock a 
small hardware store and a 63- 
page repair manual, suggesting 
service stations are few and far 
between in Russia. + 


‘Limited Access’ to 
Outdoor Operators, 
Ohio Official Warns 


CoLumMesus, O., July 2—If out- 
door displays are erected along 
Ohio’s superhighways, the sign 
owners will have to figure out 
their own ways to get to the sign 
sites. 

Charles Noble, Ohio highway di- 
rector, said the sign people will 
not be able to erect and service 
signs from the state’s freeways. 

“Of course, there is no way we 
can stop them from making agree- 
ments with farmers to lease land 
for building their signs,’ Mr. Noble 
said. “Nor can we prevent them 
from getting to the sites on exist- 
ing roads or by driving through the 
farmers’ fields. 

“But it is unthinkable that we 
would allow them to drive off the 
controlled access highways to build 
or service the signs. That’s the 
| whole idea of controlled access—to 
prevent people from moving on 
j and off the highways, except at 
| designated places, for any reason.’ 


s Mr. Noble said it would be de- 
isirable if some way could be 
| worked out to insure that no out- 
| door posters would block the view 
lof the countryside to motorists. 
| But, he said, no way has yet been 
discovered that would be consti- 
tutional and economically feasible. 

“You’d have to have the gov- 
ernment buy easements from all 
the property owners along the right 
of way. You could not constitution- 
ally forbid the farmers to lease 
their property to the sign people,” 
he said. # 
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GETS RESULTS 


PACIFIC 


Make fewer calls and do 


MORE 
BUSINESS 


4. Chains selling EVERYWOMAN’S Magazine domi- 
nate some of the richest markets — including Detroit, 
Cleveland, Denver, Los Angeles, Seattle, Dallas, Fort 
Worth, Atlanta, Minneapolis, Indianapolis, and Miami. 


Many grocery product manufacturers face the same prob- 
lem today as distributors — namely, increasing cost of 
sales and lower profits as volume grows. 

You may be among the many analyzing and re-evalu- 
ating sales, marketing and advertising plans with this 
in mind, 

With an eye to your P & L we suggest you include these 
four points in your examination. 

1. Your sales efforts are concentrated more and more 
on the larger markets . . . producing larger volume with 
fewer calls. It makes good sense to do the same with your 
advertising. EVERYWOMAN’S market of 113 chains rep- 
resents 29.6°0 of the annual chain store volume. 

2. Your advertising in EVERYWOMAN’S Magazine 
reaches the top buyers in these 113 chains, paving the 
way for your salesmen . . . reaches 1,900,000 customers 
who shop in these chains. Double Impact . . . Customer 
and Consumer. 

3. Your advertising dollars should be concentrated 
to reach customers — without waste circulation ... hence 
lower advertising costs. The three chain-distributed mag- 
azines are focused on your biggest markets, and bought 
only by active shoppers. 


Let EVERYWOMAN’S representative tell you how you 
can increase your sales by concentrating a larger part of 
your advertising and selling on EVERYWOMAN’S 113 
chains. 


A new market- 
development service 


With a new Everywoman’s service your strategy in sales 
planning and distribution can now be patterned precisely in 
sectional markets—and expanded as you maneuver towards 
broadened areas. 


EVERYWOMAN'’S has facilities to test-market new products 
and new advertising campaigns by selected regions. 

Also, split-run copy testing is possible at low cost. These 
sections are available for test-marketing 


Northeast — Central — Southern — 
Pacific — California or Southern California 


Call us for consultation for other special adaptations of your 
marketing problems. 


For costs on a tailor-made marketing package for YOU, write: 


Everywoman's 


MAGAZINE 


NEW VORK...16 East 40th Street, New York 16, N. Y., 
MU 9-4757 


CHICAGO...35 E. Wacker Drive, Chicago, Ill., RAG-O802 


SAN FRANCISCO .. .Whailey-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter1-4583 


LOS ANGELES... Whaley-Simpson Company, 6608 Selma 
Avenue, Los Angeles, Calif., HOllywood 3-1757 


IN THE FASTEST-GROWING CHAINS 


(chains whose dollar volume has grown from 2Y2 billion to 5.3 billion in G6 years!) 


Sigman Food Stores 
Stater Brothers Markets 
Stop-N-Shop Markets 


Eagle United, inc. 
Eberhard Foods, Inc. 
Economy Food Centers, inc 


United Food Markets 


Loblaw Groceterias Co., Ltd. 
Weiboldt Stores, Inc. 


Brookshire’s Food Stores 
Market Basket Stores 


Checker Front Stores, inc. 


Raiph’s Grocery Company 
Purity Stores, Ltd 

Fred Meyer, inc. 

Lucky Stores, inc. 


Fitzsimmons’ Thriftimart Stores 


Alexander's Markets 
Alpha Beta 

A. J. Bayless Markets, Inc. 
Food Basket 

Food Market, Inc. 
Hagstrom’s Food Stores 
King Soopers Stores 

The Market Basket 
Miller’s Super Markets 
Prinster Bros. (City Markets) 
Sages Complete Markets 
Shopping Bag Food Stores 
Shoprite Foods, inc. 


GRAND TOTAL ~—113 CHAIN HEADQUARTERS OPERATING 5,185 SUPERMARKETS 


Tradewell Stores, Inc. 
Von's Grocery Company 

D. D. Williams Piggly Wiggly 
Super Valu (Kelly Douglas) 
Western Grocers 


CENTRAL 


National Tea Company 
Wrigley’s Stores, inc. 

Fisher Brothers Company 
Albers Super Markets 

Liberal Markets 

Benner Tea Company 

Big Bear Stores 

Council Oak Stores 

Daniel Grocer Company 

J. S. Dillon & Sons Stores, inc. 


Eisner Grocery Company 
Evans Grocery Company 
The Fleming Company 


Foodtown Super Markets, Inc. 


E. W. Fulmer Company 
John C. Groub Company 
Hamady Bros., Inc. 


Hinky Dinky Food Stores, Inc. 


Hyde & Vredenberg, Inc. 
Mammel’s, Inc. 

G. W. Martin Co. 

Milgram Food Stores, inc. 
Piumb’s Super Markets 
Rogers Markets, Inc. 


Save Way Super Markets, Inc. 


Stop & Shop, inc. (Colonial) 
T & A Savway Markets, Inc. 
Thriftway Stores, inc. 


NORTHEAST 


Food Fair Stores, inc. 
Loblaw, Inc. 

Stop & Shop, Inc. 
Thorofare Markets, Inc. 
Daitch-Shopwell 

Aimac’s, inc. 

Beaver Cash Markets 
By-Rite Markets, Inc. 

Elm Farm Foods Co. 
Fulton Markets 

D. Genetti’s Sons, Inc. 
Giant Eagle Supermarkets 
Giant Food Shopping Centers 
Giant Markets 

Gristede Brothers, Inc. 
King Kullen Grocery Co. 


Mohican Kelley Stores 
Popular Markets, Inc. 
Riverside Markets 

Schaffer Stores Co. (Empire) 
Star Markets, Mass. 

Star Markets, Pa. 
Steinbergs, Ltd. 

Weis Markets, inc. 


SOUTHERN 


Colonial Stores, inc. 
Henke & Pillot, Inc. 
Publix Super Markets, Inc. 
Worth Food Markets 

Big Apple Super Markets 
B & B Cash Grocery Stores 
E. Biel Grocery Co. 


Davis & Humphries, inc. 
Deichamps, inc. 
Fleming Company 

Autry Greer & Sons 
Handy Andy Community Stores 

Hill Grocery Company 

H. G. Hill Stores 

Hom-Ond Food Stores 

Home Owned Biack & White Stores 
Liberty Cash Grocers 

McCartt Super Markets 

National Food Stores, inc. 
Parker's Food Stores 

Piggly Wiggly—Charioston 
Setzer's Super Markets 

Standard Humpty-Dumpty Markets 
Webb's City 

White Stores, Inc. 
Wyatt Food Stores 
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Institutions” market... 


Have you an important corporate or service story that 
really needs telling to your fastest-growing customer: the 
$40-billion-a-year mass feeding, mass housing Institutions 
market? Perhaps you haven't told it before because you’ve 
never had exactly the right vehicle . . . the proper context . . . 
to give your company’s story the dignity, the authority, the 
utmost meaning it deserves. 

The November special issue of INSTITUTIONS Maga- 
zine, titled “APPRAISAL 58”, offers you just such an 
opportunity. 

APPRAISAL 58, content outlined across the page, will 
mark the culmination, the climax of the tremendously 
successful, year-long “Challenge of Change” series appearing 
currently in the magazine. APPRAISAL 58 will provide a 


“INSTITUTIONS: HOTELS, MOTELS, RESORTS, 
HOSPITALS, SANITARIUMS, RESTAURANTS, 
FOUNTAINS, SCHOOLS, COLLEGES, CAMPS, 
INDUSTRIAL INSTITUTIONS, TRANSPORTATION 
SYSTEMS, YOUTH SERVICE ORGANIZATIONS, 
MILITARY INSTALLATIONS, GOVERNMENT INSTI- 
TUTIONS, OFFICE BUILDINGS, CLUBS, AUDITO- 
RIUMS AND THEIR CONSULTANTS, SUPPLIERS 
AND DESIGNERS. 


IN NOVEMBER... an unprecedented 


opportunity to reach the “buying core” 
of the mass feeding, mass housing 


background of exceptionally high reader interest for your 
company’s message . . . outstanding ownership-management 
editorial content of a calibre seldom attained in this industry. 
(If you would like to see reprints of the Challenge of Change 
series, thousands of which have been mailed in answer to 
specific requests, simply write and ask for them.) 

APPRAISAL 58 will give Institutions’ management a 
method for evaluating in depth every product, every struc- 
ture, every policy within the Institution. 

Will YOU benefit from this appraisal? You CAN ... if 
you tell fully the story of your company, your services and 
your improved products. 

Closing date for the November issue: September 20. 
Please wire collect for full information, or consult your 
advertising agency. 


G, “et 7 ° 


MAGAZINE OF MASS FEEDING—MASS HOUSING 


DEPT. A80, 1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 


eee ee MRA she WEE cy poh a Se ee See eres ft, Oe Ai eee ee eee ae | TE pe a ae ae Se wn ie ee Pw TE ae Be 8 oe ae ee Ct ee ae 
7 4 ie, : : ee I On yay Beer ey , a a ete” nega ist aaa oe o> aaa me SOs eal Sites “Sie a aes way eee oc? ie ee ae ED ey ee ee fi a hn Weir Aaereme h i 
me ae COTO, ir Raa ee i Oe Ba so ie Ese a ae os oe ae oe ete be “Sree ie Bie (ene i eras Cea 
Br ~ igs meine mae age et A aes ghee, FR a sy aa koe Sa pr Fp ee 0 ot "Rati / a ot toes eel is. saad ~ an ee 7 Beer a ee ee nde aed) 
Egg eR See igs sa eel oe ae . i. Te Pea ag ey Ste ; oe ae Pte ye ne ce yen ce ea me eae a en a me A al 28 ils ea. em. 2 eee lig pe se Fe cae ne a's 
eh iS - ee ay ae a oo: “ee oe eo eae a fT em A eaten a ae De ee A ig ee La ay : 1 JER ee eae BSEe Me ee ar oP oka = ee “1 eS eich) nee ea ia 
bins — - Bs? er Et fi i eae oe a ae ee eo. Be a So et ee Jo or meaner 2 = Bs Cc ea nek Soc) NS eee gi ere Mees a 4 alt igh 4. 3 ‘ Wl on) >, a eae) I oe) a ne 2 er GS far ah : 
ie Bee ies bg eee Tee ee ea. is es a ee mee ome ee o 7 er i aniline Be ee i ae sie: BO! SR ee 
Bees, * ena = = Ae > be Soe ie ES 2 Z Ee > ie se c pio Ce ae ny r 2 tag, ae ee — 
‘ 2 q ae ne E F a ‘ eee 5 . = ; on : Setee 
# | | pe” ie ae 
et ° a. iy Sa 
Wr, ; 
eas ‘i 2 
nm Aig 
: Ps 
- - > 
; ie a re 
Aa 4 + , 
: . 
is mis * 
a en Ms aed ae! 
Oe ai a ay ‘ Eg 
a, ee ey ’ . f i 
a at 
" 22 ot a | 
s P iy ae r: ’ 
: A « 
, 
«3 ee 
ee 
Fea 
bf 
iy 
ahs 
on 
Bo 
a 
a 
a | 
poate 
= 
2 
| | 
] fo - 
| 
= \ 
# \ 
a | 
ik 
Ben. 
ee 
ae y 
oe | 
=: 
= 
ae 
Bas 
ae. 
bi 
Ee 
- 
nn ee f ee ete Ok ot RN ee etre ae a ee te ee re . i ‘ Se ; * ; fo 
werner eC PE EE ln 5 “i, m eh aN Ma ag a SS ihe Seay Ee, E _* P i) £ . i i Pe i hg Th en eee “oe 
a : : 0 ape ga Na Seer ACL Vd er ieetenie tan aa ess 6 rs Ot re is Ae Ma ty a ee 
[Se ee ie ear ee oe een eae bmn 2 eos Peas) CW a ee 2m ye pee ees en sae eis gin i 7s ea ye Hoes re : Pires Be rk ee eee eee Sa tom 
go Wee ee een ea ed fe ee ee at Ca . eye 9 = ST SR Res FS ee i ee ae get Sek aes Petes eek eoe Le le eS ee gee ah rig fee ae See ee 
nee + PME tao Se ae See an | Fait Ts cea ete See a Pee ee er Ne NG es Bee ee ORME? Me Bes Se! y Ee eS ee ce oa a cn ee 


32 


; f ‘Business Reports’ Published | Bendix Sets Campaign 
Remington Rand J McGraw-Hill Book Co. has pub- 
‘Dream Office’ Line lished the third edition of “Busi-| division, Baltimore, is launching 


ness Reports” by Chester Reed|a campaign in six aviation publi- 
Gets Summer Push | Anderson, professor of business | cations for its revised line of air- 
é | English, and chairman of the divi- | borne aviation radio and radar 
New York, July 2—Remington |.ion of business English; Alta| products. Publications to be used 
Rand division of Sperry Rand| Gwinn Saunders, late professor of|are American Aviation, Aviation 
Corp. will launch an ambitious di-| }ysiness English, and Francis Wil-| Age, Aviation Week, Flight, Fly- 
rect mail campaign for its “dream | jiam Weeks, associate professor of|ing, and Skyways. MacManus, 
office” furniture this month. |business English, all at the Uni- | John & Adams is the agency. 
Key to the campaign will be * | versity of Illinois. The book covers 
three-color illustrated 26-page cat-| the organization and writing of re- | Mullen Opens New Division 


alog featuring the complete line of| ,orts, has 407 pages and costs $6.! Mullen & Associates Inc., Min- 
desks and office furniture color 


neapolis agency, has inaugurated 


Bendix Aviation Corp.’s radio|a new technical division with en- 


| gineering and technical writers and 
artists. The five-man staff is head- 
|ed by John C. Bryant, former tech- 
|nical publications editor of Min- 
| neapolis-Honeywell Regulator Co. 
Leet Joins W.S. Walker 

Edwin Leet, formerly with Ful- 
ler & Smith & Ross, Cleveland, 


Advertising Age, July 8, 1957 


Ramsey Gains Brooks Account 

The L. W. Ramsey Co., Chicago, 
has been appointed to handle ad- 
vertising for the Brooks Appliance 
Co., Marshall, Mich. The former 
agency was Gordon Best & Co., 
Chicago. 


Lambert Joins Keller-Crescent 
Richard N. Lambert has joined 
the creative staff of Keller-Cres- 


has joined W. S. Walker Adver-|cent Co., Evansville, Ind. He for- 
ltising, Pittsburgh, as an account|merly was an account executive 


executive. 


with Charles F. Dowd Inc., Toledo. 


harmony schemes. 

Six letters have been prepared 
for the mail campaign and will be 
directed to more than 100,000 exec- 
utives and their secretaries. The 
letters, to be mailed on a staggered 
schedule in July, August and Sep- 
tember, will go to industrial com- 
panies, wholesalers, retailers, 
banking institutions, public utili- 
ties, transportation companies and 
other business organizations. 

Executives and secretaries also 
will receive a series of four-page 
double spread releases, taken from | 
the catalog, about a week apart. | 
These mailings are intended to 
help prepare the prospective custo- 
mer for follow-up calls by sales 
representatives, according to Rem- 
ington Rand. 


s National advertising for the 
“dream office’ furniture will ap- 
pear in summer issues of Business 
Week, U. S. News & World Re-| 
; port, Management Methods, Office 
Executive, Modern Office Proce- 


rete 


dures, Architectural Forum and At 
Architectural Record. os: 

Special meetings to launch the ae 
campaign will be held in the com- + os 
pany’s field offices in July. Sales te) = 


representatives will be armed with 
sales kits containing the catalog, 
lists of direct mail targets, a sample 
publicity release, magazine repro- 
duction advertisements and inser- | 
tion schedules, and a list of| 
available literature. + 


h| 


Widowit Named Ad Manager 
Adolph H. Widowit has been 


‘a = : sentesh, Mess,Senat of ieee tee 
named advertising manager of the ee or Re 
Skil Corp., Chicago. He will report oon tae ee =» 


to Carl D. McWade, newly appoint- 
ed director of marketing services 
(AA, June 17). Mr. Widowit, with | 
Skil since 1954, formerly was as-| 
sistant advertising manager of the | 
Blackhawk Mfg. Co., Milwaukee. | 


HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


| | ; i 
Barney Kingston Merchandising Director ournd ism ae 
Don't be fooled by the “outlet map” 
en your wall! It's one thing to put | 
your product in stores——it's quite an- | 
other to move it. | 

If your product or service lends it- | 
self to personal selling——whether in «a 
heme, office, store, institution, service 
station, ete.—it will pay you te in- 
vestigate the booming 89% billion 
DIRECT SELLING FIELD. Manufac- 
turers and agency executives often 
amazed to learn how easy and inex- 
pensive it is to move merchandise 
through modern direct selling—in ALL 
counties of the 48 states and in the 
provinces of Canada. 

Let us analyze your product or 
service without obligation on your 
part. If your product has potential in 
eur field, we submit 34-year sales- 
tested plan for consideration; sample 
plan starts 50 new companies every 
month . . . many of which now de 
from $250,000 to more than §12% 
million annually. 

Send factual data to our Merchan- 
dising Director, Barney Kingston, 
Dept. A 214, Salesman’s OPPORTUN- 
ITY Magazine, 850 North Dearborn 
Street, Chicage 10, Il. | 
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...- Another Giant Step Forward 


In Agricultural 


Another reason why advertisers seeking sales to 


FARM ano RANCH introduces .. AGRI-AREA” 


Southern 
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Lipton Spending 
Nearly $500,000 on 
Plant Premium Offer | 


New York, July 2—Thomas J.| 


;has just started with a color page 7 
in Life plus newspaper ads. The | limit on the offer. 
|radio and tv campaign opened last | 
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There is apparently no set time dent of Orchids of Hawaii, the 25¢ Magazine Group Elects 


price means a pretty thin profit 


|margin for his company, “but when | 


eck. \e What the customer gets is a tiny | you’re selling in the millions of | 
|ti “log” about five inches long) ynits, even the pennies mount up.” 


s Lipton is offering the ti plants 
for 25¢ plus a Lipton tea box top. 


Lipton Inc., maker of Lipton tea, is|Orders are already coming in in 


reportedly putting nearly $500,000 
behind its Hawaiian ti plant premi- 
um offer promotion. 

Although poster and in-store 
promotion has been going on since 
May 15, major media advertising 


volume, according to Walter C. 
Lindgren, Lipton’s sales promotion 
manager, who says the company | 
expects to distribute about 1,000,- 
000 of the plants before the cam-| 
paign ends. 


which, when half buried in dirt, 
takes root and blossoms into a full 
plant in a few months. Supplier of 
these ti “logs” is Orchids of Ha- 
waii Inc., New York, grower and 


shipper of plants and flowers pri-| 


marily for promotional purposes 
(AA, Sept. 24, °56). 
According to Kei Yamato, presi- 


Young & Rubicam handles the | 
Lipton tea account. 
Lipton last week promoted Gard- 
ner Barker, formerly new products 
and acquisitions vp, to exec vp. 
Prior to joining Lipton early in 
1956 Mr. Barker was exec vp of 
Simoniz Co., Chicago. = 
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Farm Families are Switching to FARM AND RANCH 


; editing —a new concept, first in any farm magazine 
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Take a business-of-farming magazine like FARM AND RANCH, circulating 
in the agriculturally heterogeneous South 

Promise your subscribers—every issue will be full of practical ideas and 
usable information. Do that, and then try to figure out better ways to live 
up to that promise. 

Consider localized editions by state lines— popular among farm magazines. 
But look at a type-of-farming map of the South (see map). Try to Fivide it 
into distinct type-of-farming areas by following state lines. It can't be done! 

The editors of FARM AND RANCH tried it years ago, and couldn't do it 
either. With a general-interest, entertaining, non-informative editorial for- 
mula, it wouldn't make much difference. 

But FARM AND RANCH'S modern, business-of-farming editorial 
formula demands something better. So, the editors of FARM AND RANCH 
created editions along the logical type-of-farming boundaries—instead of 
political boundaries. 

AGRI-AREA editing was tested early in 1957 with gratifying results. 
Subscribers in one type-of-farming area received copies of the magazine 
containing some features especially edited for their type of farming. State 
lines were completely disregarded. Subscribers liked the idea; so it was made 
a permanent service. 

The inauguration of this completely new reader service—AGRI-AREA edit- 
ing—is a continuation of the editorial concept initiated by FARM AND 
RANCH four years ago: to be a farm service magazine, for farm families who 
are farming as well as they know how, and who want to know how better. 

With this latest improvement, FARM AND RANCH offers subscribers 
a maximum of articles they really want and need, without diluting the pages 
of the magazine with material of little or no interest. 


NASHVILLE, TENN, 


A newly-formed New York 
group of promotion directors and 
managers of consumer magazines, 
called the Magazine Promotion 
Group, has named Harry Thomp- 
son of Newsweek to be president. 
Wesley Bailey, of Good House- 
keeping, was named vp; Philip 
Ewald of The New Yorker was 
named treasurer, and Berta Mac- 
Donald, of Harper’s Bazaar, was 
named secretary. 


‘MPA, J-Schools Affiliate 


The Magazine Publishers Assn. 
has affiliated with the American 
Council of Education for Journal- 
ism to bring professional assistance 
to schools of journalism from edi- 
torial departments of magazines. 


‘Family Weekly’ Adds Two 
The Wilkes-Barre Gazette and 


|Niagara Falls Gazette will start 
| distribution of Family Weekly on 


Sept. 15 and Oct. 6, respectively. 
This brings to 164 the newspapers 
distributing the supplement. 


meet 


prolific even for television 


Sam symbolizes a new concept in big 
market television — Combining a vast 
area of scattered population into one 


big market vio micro-wave network. 


In this way KDUB-TV, Lubbock, Texas; 
KPAR-TV, Abilene - Sweetwater, Texas, 
and KEDY-TV, Big Spring, Texas, all 


telecast a simultaneous picture to 


270,000 sets. The advertiser may select 
on individual station or an economical 
combination since all stations have com- 


plete production facilities. 


ASK YOUR BRANHAM MAN 
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Ruder & Finn Puts 
PR Salve on Clients’ 
‘Black Eyes’ Abroad 


New York, July 2—U. S. im- 
ports and exports are both ex- 
panding, and one company that 
hopes to benefit from this foreign 
trade is Ruder & Finn Inc. 

The New York public relations 
organization established an inter- 
national division seven months ago 
under Arthur Reef, formerly as-| 
sistant director of international pr| 
for Chas. Pfizer & Co. 

Mr. Reef, just back from a Euro- 
pean trip, reports that the division 
now has representatives in 31 
countries. The Ruder & Finn name 
has been registered in Canada, the 
Philippines, Switzerland and the 
Netherlands. 

Ruder & Finn International of-| 
fers pr counsel to any American 
company marketing abroad. And in 
reverse, the overseas representa- | 
tives are on the lookout for compa- 
nies in need of pr assistance in 
tackling the U.S. market. Both} 
types of clients have been obtained. 


s In the U.S., Ruder & Finn has| 
just been appointed pr counsel for 
the Japanese Cotton Spinners 
Assn. It also handles Volvo, the 
Swedish car manufacturer, and it 
recently completed an assignment 
for Rinascente, the streamlined Mi- 
lan department store. 

One of the reasons for Mr. Reef’s | 
recent trip to Europe was a one- 
shot assignment from International 
General Electric Co. I.G.E. is in- 
troducing a new jet engine, and 
Ruder & Finn International got 
the call to handle the public in- 
troduction in Western European 
capitals. 

While he was in Europe, Mr.}| 
Reef brought the Ruder represent- | 
atives in northern Europe together 
for a conference in Amsterdam. 
He plans to hold a similar regional 
meeting of representatives in Peru 
next fall. 


® Another activity of the divi- 
sion is R&F Features, a press serv- 
ice. It syndicates to 107 newspapers 
in Latin America two weekly col- 
umns in Spanish—one on health 
and medicine, and the other on 
women’s subjects. Clients are, of 
course, mentioned in these col- 
umns. 

It is Mr. Reef’s contention that 
many American companies have} 
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POS eT 


ONE OF THE 


_AIRST 100 MARKETS 


RADIO & TELEVISION 


FIRST IN RADIO 


1ST IN DOWNSTATE ILLINOIS* 
1ST IN THE QUAD-CITIES 
according to NCS No. 2 


*All 68 stations outside Chicago 


es - 
oT ee ti 
REPRESENTED BY AVERY-KNODEL, INC, 


“black eyes overseas.” And, he told; Klemtner has also announced;ing and public relations in the 
| ADVERTISING AGg, there is nothing | the appointment to the copy staff|U.S. The initial campaign—calling 
like a little pr to salve these! lof Charles M. Wing, formerly a|for newspaper insertions, point- 
| wounds. = copywriter for Phacmmesutteet | of-cale displays and sampling in 

| Advertising Associates, Noyes &|New York, Philadelphia, Chicago 
Sproul and E. R. Squibb & Sons. jand Los Angeles—will run from 
the end of June through Septem- 
ber. 


Fink, Wing Join Klemtner 

Dr. August A. Fink, formerly | 
assistant professor of psychology _Gotham- -Vladimir Named for 
at Columbia University, has been| Canned Mandarin Oranges 
appointed research director of| The Canned Mandarin Orange 
Paul Klemtner & Co., Newark. Dr. | Bureau, an association of Japanese Mentholatum Co., Buffalo, one 
Fink has studied the application|canners and packers, has appoint-|of three companies accused of 
of psychological principles to mar-|ed Gotham-Vladimir Advertising, | misleading advertising for arth- 
keting and advertising problems. |New York, to handle its advertis- lritis and rheumatism pain killers 


Mentholatum Modifies Copy 


Advertising Age, July 8, 1957 


by the FTC last spring, is in the 
process of modifying the ques- 
tioned copy. Albert T. Hyde, pres- 
ident, told AA that no ads for the 
fall network radio-tv and farm 
paper drive “will be written until 
agreement has been reached with 
the FTC.” 


Creslan Account to Sackheim 

Ben Sackheim Inc., New York, 
has been named agency for Cres- 
lan American Cyanamid Co.’s ac- 
rylic fiber. 


‘SPRING, SUMMER, F 


ZW SHOWS 


Meet Laurence Roslow, Associate Director of 
PULSE, Inc. He and his staff of statisticians 
are constantly converting home interview re- 
ports into reliable program ratings. Their impar- 
ee ee 
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Crowell-Collier 

Asks SEC Okay to 

Register Securities 
WASHINGTON, July 2—Crowell- 

Collier Publishing Co., New York, 


has applied to the Securities 
& Exchange Commission for per- 


mission to register $4,000,000 in| 


securities. The SEC earlier this 
year launched an investigation to 
determine whether sale of the se- 


|curities—5% debentures redeem-|headed by Paul C. Smith, who | fective Jan. 1. The account, which 

‘able for common stock—was ille-| was later asked to resign as pub-| bills $250,000, currently is handled 

| gal. lisher and president. Crowell-Col-|by Hazard Advertising Co. Rives, 
In its hearings, the SEC contend-/|lier, which had folded American,| Dyke & Co., Houston, will contin- 

ed the debentures were sold pub- | later suspended Collier’s and Wom-|ue to handle the oil equipment 

licly, and not privately as main-|an’s Home Companion (AA, Dec. | division. 

tained by Crowell-Collier. If sold 17, 56 et seq.). # 

|publicly, the securities were sub-| CBS Radio Names Kaylin 

ject to SEC registration require-| Alco Divisions to New Agency| Edward Kaylin, associate direc- 

ments. | Alco Products, Schenectady, has|tor of sales presentations of CBS 
The $4,000,000 was intended to| appointed Muller, Jordan & Her-| Radio, New York, has also been 

help its magazines, and to finance rick, New York, to handle its named administrative manager of 

an expansion into radio-television | transportation, spring and forge,| the advertising and sales promo- 

by Crowell-Collier, which was then and thermo products divisions, ef- | tion department. 


38.2 


#1 in Cleveland 


BEATS: Ed Sullivan, Climax, 
Perry Como, Dragnet and 
many others. 


P SPRING 
36 at 


#1 in Nashville 
BEATS: Ed Sullivan, Drag- 
net, Jack Benny, Bob Hope 
and many others. 


ARB—Mar. '57 


38.7 


#1 in Seattle-Tacoma 


BEATS: Ed Sullivan, | Love 
Lucy, Groucho Marx, $64,000 
Question and many others 


ARB—Feb.. ° 


30.7 


#1 in Baltimore 


BEATS: Ed Sullivan, Perry 
Como, Groucho Marx, Play- 
house 90 and many others. 


AR@—Oct., * 


/ SUMMER 
35.3 


#1 in Detroit 


BEATS: | Love Lucy, Perry 

Como, Groucho Marx, Drag- 

net and many others. 
ARB—June. ‘56 


P SPRING 
24.3 


#1 in Providence 
BEATS: Wyatt Earp, Danny 
Thomas, Ozzie and Harriet, 


Studio One and many others. 
PULSE—MAY, "56 


WINTER 


34.3 


#1 in Birmingham 
BEATS: Dragnet, Lawrence 
Welk, Playhouse 90, Wyatt 


Earp, and many others. 
PULSE—Feb. * 


FALL 


49.8 


#1 in Portland 


BEATS: $64,000 Question, 
Perry Como, Bob Hope, Play- 
house 90 and many others 


ARB—Nov., ° 


| SUMMER 
or — 


#1 in Dayton 


BEATS: Ed Sullivan, Law- 

rence Welk, Disneyland, Phil 

Silvers and many others. 
ARB—July, '56 


LP SPRING || 
26.5 


#1 in Chicago 
BEATS: Groucho Marx, Drag- 
net, Wyatt Earp, Sid Caesar 
any many others. 

ARB—April, '56 


WINTER 


50.7 


#1 in Omaha 


BEATS: Perry Como, Grou- 
cho Marx, Jack Benny, Drag- 
net and-many others 


ARB—Feb., ° 


TIME AFTER TIME... 


/ SUMMER 
39.5 


#1 in Jacksonville 
BEATS: Groucho Marx, Drag- 
net, Wyatt Earp and many 
others. 

PULSE—July, '56 


35 
Roman Adds Dairy Queen 


Dairy Queen National Develop- 
ment Co., St. Louis, has named 
Roman Advertising Co. to handle 
its account. L. W. Ramsey Adver- 
tising Agency, Davenport, Ia., was 
|the former agency. The program 
will include a new theme, a new 
store merchandising service, and 
the use of national magazines, lo- 
cal radio and tv, outdoor, newspa- 
per, and point of purchase adver- 
tising. The company coordinates 
the promotion activities of 3,028 
franchised Dairy Queen stores. 


Rival Makes ‘10 for 20’ Otter 

Rival Packing Co., Chicago, is 
promoting its dog food by offering 
10 free cans in return for 20 la- 
bels. The offer is carried on the 
label and in newspapers in 110 
|markets. On receipt of the labels, 
|Rival sends the customer a cou- 
|pon good for 10 free cans at his 
|grocer’s; the grocer is reimbursed 
|at his regular retail price and also 
[receives 2¢ handling charge for 
each coupon. 


QUALITY? 


faurence 


the sign of fine 
photoengraving 


Quality, in any language, is the word for 
Laurence photoengravings. We have 
experienced craftsmen, the most modern 
equipment and a quarter of a century of 
association with blue-chip advertisers and 
quality-conscious agencies to back us up. 


LAUFENCE inc. cmcaco 


547 SOUTH CLARK STREET 
WABASH 2-6284 
FINE PHOTOENGRAVINGS FOR OVER 
25 YEARS 
ARE YOU RECEIVING YOUR FREE 
COPIES OF “LAURENCE’S GUIDE FOR 
PHOTOENGRAVING BUYERS"? IF 
NOT, WRITE OR PHONE US TODAY 
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Do: 
in Evansville 


They call it the “Refrigerator Capitol of the 
World’’—but don’t let that fool you. They’re 
turning out a lot more than “‘ice boxes” in Evans- 
ville these days. Take a good close look. 


What’s up? Population for one thing. Buying 
power for another—up nearly 25% in just five 
years. And retail sales have taken a climb too— 
over 45% since 1946. 


Situated in the very heart of the U.S., Evansville 
boasts over 300 diversified industries. Besides re- 
frigerators, they turn out such products as auto- 
mobiles, flour and cake mixes, cigars, baby foods, 
metal products, pharmaceuticals—to name just 
a few. And over 90% of all revolving doors sold 
in America are produced right here. With all this 
activity, there’s still more to come. For Alcoa is 
currently building an $80 million plant (with a 
yearly payroll of $5 million) .. . Sears Roebuck 
and J. C. Penney have opened up new stores... 
International Steel and Swift and Co. have greatly 
expanded operations. 


If you want your share of the big boom in Evans- 
ville, PARADE and the Evansville Courier and 
Press will give it to you. Each Sunday they call 
on practically every home in the entire city. Each 
Monday they begin to move goods off dealers’ 
shelves all across town. 


PARADE ...The Sunday Magazine section 
of 56 fine newspapers covering some 
2700 markets...with more than 15 million 
readers every week. 


n’t miss the big parade 


in Evansville? 


Per cent of families reached” 


«ese & 
POST.........a4@% 


LOOK.......,16% 
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| The Sunday Picture Magazine Tee 206 to work at 407 | 
es 


Cart Cater Sore 


Parade <a 


Represented nationally by Scripps-Howard newspapers 


| 
Russell C. Jaenke, new chair- 
|man of the board of National 


| Business Publications, is a husky, | 


overtime-working, sedentary man. 
His most frequent exercise is 
kicking—and right in the Ber- 
|muda shorts—notions about the 
therapeutic value of leisure. 

While still a boy, Mr. Jaenke 
began chipping at the theory that 
a business man hungers for diver- 
sion. He has never given up, 
though he does acknowledge he 
once made a job out of golf be- 
fore he learned better. 

Today, at 53, Russ Jaenke finds 
|absorption and zest at his desk at 
Penton Publishing Co., Cleveland, 
where he is exec vp. 
| In his big, plain office, which 
looks stripped for action, Mr. 
Jaenke never pursues a potential 
convert to his working philosophy. 
But he does confide to friends and 
to an occasional visitor his potent 
motto: “When work becomes play, 
you’re on the road to success.” 


'@ As to his latest form of relax- 
ation—being chairman of the NBP 
board—Mr. Jaenke offers some 
solid, “but not revolutionary,” 
ideas. 

| “We ought to do what we've 
been doing, but do more of it per- 
haps,” he says. “With competent 
Bob Harper [NBP’s full time pres- 
ident] in command, we'll keep 
| pushing on.” 

Russ reaffirms his confidence in 
the NBP committees and activi- 
ties—in which he worked his way 
up through NBP chairs—believing 
they will continue to spawn the 
|}ideas and develop the leadership 
that are demanded by the 200-odd 
industrial, professional and mer- 
chandising publications in this 
country and Canada that belong 
to the organization. “I can’t say 
| one committee is most important,” 
Russ said. 


|@ He thinks the association’s “Sil- 
ver Quill” dinners in Washington 
grow in significance and fame 
leach year. “The general public is 
| served,” he says, “when publish- 
ers who constantly study business 
life salute outstanding men for 
their service to government and 
industry.” 

The broad-shouldered, taciturn 
Clevelander brings to the top 
NBP policy post an eight-year 
“apprenticeship” in the associa- 
tion’s work. He served on the 
committees for standard publish- 
ing practices and for advertising- 
agency relations. He was named 
an NBP director in 1954 and vice- 
chairman in 1956. 


\@ As exec vp at Penton, Mr. 
Jaenke is involved in nearly all the 
operations, except editorial, of the 
Penton magazines—Automation, 
Foundry, Machine Design, New 
Equipment Digest and Steel. He 
|has been with Penton 30 years. 
His training goes back to earlier 
| years. Russ was preparing, he re- 
lealls, for a Penton job—or one 
‘like it—from the time he was 14. 
And he has never worked at 
any other regular publishing job. 


|@ Born in Lakewood, Ohio, a sub- 
urb of Cleveland, Mr. Jaenke 
while a schoolboy started out, as 
have many career men, to peddle 
newspapers. He soon became a 
young executive, doing business 
jas an agent-carrier for the after- 
|noon Cleveland Press. He quickly 
hired others—a crew of 15 school- 
mates—to swell his sales and 
commissions. He never quite 
|shook off the enterprising talent, 
}and he enjoyed using it. 

Enrolled in Lakewood High 
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You Ought fo Kirow . Russell C. Jaenke 


—_ operating his newspaper 
|agency, while also beginning his 
publications career, as advertising 
manager for the yearbook. 
Attending Ohio State Univer- 
sity, Jaenke applied his mind for 
four years to industrial engineer- 
ing. He graduated in 1926 with a 
B.S. degree in commerce, after 


Russell Joenke 


working summers at National Car- 
bon Co., Cleveland, as a_ time 
study man. 


® On the campus his heart—and 
much of his time—went to pro- 
motions and _ publications. He 
served as business manager of the 
Ohio State student magazine, the 
Sun Dial. He earned his board by 
being treasurer of his Delta Chi 
fraternity. He wanted a varsity 
“O” and persuaded the university 
athletic department to create a job 
as manager of the golf team—for 
which he earned his letter. 

Football programs—this time the 
big Buckeye ones—challenged 
young Jaenke. With a co-worker 
he obtained the student franchise 
and had charge of soliciting ads, 
producing the programs, and hiring 
fellow students to sell them to 
stadium crowds on commission. 

“Jobs seemed to be plentiful 
when I got back to Cleveland 
with my diploma,” Russ remem- 
bers. But he didn’t report to in- 
dustry. He went to Penton. 

“I liked publications as a hobby 
—and decided I'd like to make my 

| living with them,” he says. 


® At Penton, Jaenke started as an 
“inside” man, doing correspond- 
ence, schedules and other details 
in the ad department. In 1931 he 
became an outside salesman on 
| Steel, first in Ohio and Michigan. 
| (He recalls selling an advertise- 
|ment to a Salem, O., industrialist 
by closing with the question: 
“Can you really afford it?”) 
Elected to the Penton board in 
|/1937, Russ was made vp in 1942, 
land vp and director of advertising 
for the entire Penton group in 
| 1949. He has been exec vp for 
| two years. 
Mr. Jaenke is addicted to white 
shirts and solid color (often ox- 
blood) ties. He distributes 180 lbs. 
on his almost-six-foot frame, and 
describes himself “as one of those 
|fellows who shouldn’t eat so 
}much.” Or should play more golf 
|—although no one would call him 
fat. 
| He and Mrs. Jaenke and their 
daughter Janet, 12, live in Rocky 
| River, O. Their son, Don, will be a 
| sophomore this fall at Muskingum 
| College. + 


| Wool Bureau Offers Brochure 

| The Wool Bureau, New York, 
is offering free copies in quantity 
of a new brochure, “Words About 
Fall Wools for 1957,” to aid re- 
tailers in planning sales training, 
advertising and promotional pro- 
|grams. The brochure includes 


| School, Russ was the busiest boy| fashion news about fall wools, a 
in his class. Although strongly | glossary of wool terms, promo- 
built, he passed up athletics. He} tional ideas and details of Nat- 


|worked Saturdays cutting meat,|ional Wool Bureau advertising. 
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85% of all urban people’ in 


households earning *5,000 or more 
are poster readers! 


*From Starch Continuing Study of Outdoor Advertising 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


EAST 42ND STREET, NEW YORK 17, N.Y.+ ATLANTA + BOSTON+ CHICAGO> DALLAS+ DETROIT» HOUSTON LOS ANGELES + PHILADELPHIA ST. LOUIS + SAN FRANCISCO > SEATTLE 
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Kellogg Halves Budget for In-Pack 
Premiums; Quaker Drops Premiums 


(Continued from Page 1) | 
will boost sales sharply for a time, 
but the fickle children, who brow- | 
beat mom into buying a certain 
brand for the premiums inside, 
readily turn to another cereal with 
a newer and more intriguing gim- 
mick enclosed. 

Kellogg made the decision to cut 
its use of in-pack premiums more 
than a year ago. The company said 
it was not in the least influenced 
by Ralston-Purina Co.’s move last 
year to completely eliminate all 
premiums for its cereals (AA, Feb. 
27, 56). 

“We have felt for some time that 
premiums have gotten out of 
hand,” Kellogg told AA. “Almost 
every cereal package had a gadget 
in it. Cereals were being promoted 
on an artificial basis. 

“We also found there was a 
tremendous waste in the use of 
premiums. They were going to 
many persons, such as adults for 
example, who did not want them 
and had no use for them. 

“We felt that the cereal business | 
was disintegrating and was rapid- | 
ly approaching the status of the 
soap field, which is famous for its 
constant deals. | 

“We feel that cutting down on| 
premiums will benefit the entire | 
cereal industry. It will be a real 
pleasure to be able to talk more 
about the nutritional values of -_ 
cereals and less about the gadgets 
in the package.” 


Other Media Use Seen 


® Kellogg pointed out that the 
money that normally would have 
been used for premiums will go! 
into other advertising media, and | 
added that the company will not 
decrease its advertising and pro-| 
motion. Although Kellogg would 
not disclose advertising appropri- 
ations, ADVERTISING AGE estimates | 
that more than $1,000,000 previ- | 
ously used for premiums will be | 
diverted elsewhere. 

The Kellogg spokesman told AA | 
that he felt there was a definite | 
trend in the cereal business away | 
from in-pack premiums. He felt| 
that other smaller companies 
would soon follow Kellogg’s ex- 
ample. 

He refused to speculate on the 


| 


THE WORKS 
Traffic World covers 


all forms of trans- 
portation — is read 
by 96% of the men in 
industry who buy 
freight transportation. 


Get the facts! 
TRAE EIC 
a7 OR I.D 


515 Madison Ave., N.Y. 


future of in-pack premiums at Kel- 
logg beyond the next six months. 
He added that Kellogg will con- 
tinue to use about as many self- 
liquidating premiums as in the 
past. 


# General Mills told AA that the 
company is spending just as much 
money and using just as many in- 
pack premiums this year as it did 


|in 1956. A spokesman said that he; the company is using more self- 


| has noticed no trend in the cereal 
business toward cutting down on 
premiums. 

“I don’t think we will ever get 
away from using in-pack premi- 
ums,” he said. “Premiums are a 
part of the cereal business. What 
Ralston did does not influence us, 
one way or the other. The over- 
riding factor is not Ralston but 
what is working in the way of 
promotion and advertising.” 

The spokesman admitted that 
General Mills is using fewer in- 
pack premiums this year than it 
did five years ago but attached no 


significance to this. He added that 


liquidating premiums this year 


than in 1956. 


s A spokesman for the Post divi- 
sion of General Foods told AA that 
the company has not budgeted as 
much for in-pack premiums for the 
| 1957-58 fiscal year as in the previ- 
‘ous year. The company’s fiscal 
|year begins April 1. 

He added, however, that the 
company has used about the same 
amount of in-pack premiums in 
the past two or three years. He 


|said he has noticed no great in- 
|crease or decrease in premiums in 
jthe cereal field. Premium use is 
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dictated by promotional cycles, and 
there has been an up and down 
movement in the cereal field 
throughout the years, he added. 

GF has brought out six to eight 
new premiums this year, he said. 
The company also is using about 
the same number of self-liquidat- 
ing premiums this year as in the 
past two or three years. He de- 
clined to comment on future plans 
for premiums. 


® Quaker Oats told AA that Ral- 
ston’s decision did not influence 
its thinking. “We felt that the situ- 
ation reached the point where cre- 
ative thinking was no longer a 


Coming in August 1957 


Astronautics 


A PUBLICATION OF THE AMERICAN ROCKET SOCIETY 


A new American Rocket Society publication 


serving the $2 billion guided missile and rocket industry 


SPECIAL PEATURES Birth of the Spece Age 


rhge Altrtude Sounding Rocter 


Action Needed Now on 


The rapid growth of the guided missile 
and rocket industry has created the 


AUGUST 1957 


Theodore roe Harmar 
Kort @. Stabling 


ypece Law Aadroe @& Meoley 


need for a new magazine providing broad 
technical coverage of guided missiles, 
rockets and space flight. The 

American Rocket Society, 27-year-old 
leader in the development of this industry, 
is expanding its publications program 

to satisfy the need. Beginning in August 
the Society will publish ASTRONAUTICS 
monthly as a companion magazine to its 
long established journal of research 


and development, JET PROPULSION. 


Publisher's guaranteed circulation: 12,000. 
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factor and that the money spent;# Meanwhile, Ralston-Purina,| Kellogg has announced that it 
on in-package premiums could be | which made a big thing last year} will watch sales very closely in 
more effectively utilized in adver-| of its decision to eliminate premi- lthe next six months. Competitors 
tising,”” Quaker said. ‘ums of all kinds, told AA that|are expected to do the same. 
Quaker said it was increasing| the company is very happy with; One industry source predicted 
its self-liquidating premiums pro- | its decision, and that cereal sales | that the major cereal companies 
gram. A Quaker executive pre-|are up over a comparable period | will get out of in-pack premiums 
dicted that some of the larger cere-|a year ago when R-P had premi-| until one of them gets desperate 
al manufacturers will gradually | ums. “We feel we are on the right | for additional sales. Then, he said, 
discontinue in-package premiums, | track,” a spokesman said. | they will all straggle back to using 
although he said he knew of no He added that Ralston has in- | them. = , 
such trend now. vested more money in advertising 
“The premium business is nojover the last year than it did be- | WTOR, Telephone Co. 
longer the merchandising device it| fore premiums were dropped. The Hearings Continued 
started out to be,” another Quaker|funds that previously went for Hearings on a dispute between | 
executive told AA. “Today, a pre-| premiums and premium promotion Torrington Broadcasting Co., op-| 
mium is a vicious instrument that| have, for the most part, gone into|erator of WTOR, Torrington, | 
is used to combat competition.” nighttime tv, he said. |Conn., and the Southern New Eng- | 


land Telephone Co. have been con- , 


tinued until late July by the state 
public utilities commission. The 
telephone company wants to stop 
providing WTOR with automatic 
answering equipment for dis- 
seminating weather information. 
WTOR has objected to the commis- 


| sion. 


The telephone company has tes- 
tified that if it provides equipment 
to WTOR, it must provide compa- 
rable service to anyone else re- 
questing it. 


GE Appoints Holdsworth 
James R. L. Holdsworth, for- 
merly supervisor of public re- 


et 


THE MARKET 


any other — and is constantly calling for new products. 


EDITORIAL SCOPE 


rockets, nuclear propulsion, guidance, high speed instrumentation, 


nautics 


In 6 short years the guided missile and rocket field has grown from a $2! 
million research effort to a $2 billion industry. This is a market no 

advertiser can overlook. The growth potential of the astronautics market — 
missiles, ballistic rockets, research rockets, satellites, space vehicles — 

is unlimited. This industry is demanding instruments, plastics, metals, 
chemicals, electronic components, and support equipment at a faster rate than 


ASTRONAUTICS will offer authoritative, accurate technical coverage of 
the guided missile and rocket industry. It will be written by the engineers, 
scientists and technical managers who are authorities in liquid and solid 


weapons 


system management, missile logistics, test area operations, fuels research, 


high temperature materials, human factors engineering, and space 


vehicle 


navigation. A large editorial staff, supplemented by regional and foreign 


news and personalities in the field. 


THE AUDIENCE 


correspondents, will report on technological advances, industry progress, 


ASTRONAUTICS will be read by the scientists, engineers and military leaders 
who have key responsibility for research, design, development, production 


— 


NEW YORK: 
NEW ENGLAND: 
CLEVELAND: 
DETROIT: 
CHICAGO: 

LOS ANGELES: 


ae 


and utilization in the most complex and challenging field in the U. S. economy. 
These are the men who establish missile requirements and make the decisions. 
ASTRONAUTICS editorial content will be tailored to meet the “need to know" 
requirements of this group — the men you must sell to sell your products. 


For complete information about ASTRONAUTICS and its market contact: 


American Rocket Society 
500 Fifth Ave., New York 36, N. Y. 
PEnnsylvania 6-6845 


ADVERTISING REPRESENTATIVES: 


D. C. Emery and Associates, 155 E. 42nd St., MUrray Hill 4-7232 

Harold Short, Holt Road, Andover, Mass., Andover 2212 

Rodney W. Cramer, 852 Leader Bldg., MAin 1-9357 

R. F. Pickrell & Associates, 318 Stephenson Bidg., TRinity !-0790 

Jim Summers & Associates, 35 E. Wacker Dr., Suite 556, SUperior 7-164! 
J. C. Galloway & Co., 6535 Wilshire Blvd., OLive 3-3223 
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lations of the atomic power 
equipment department of General 
Electric Co., has been appointed to 
head the advertising and sales pro- 
motion program of GE’s new in- 
sulating materials business in 
Schenectady. 


‘Reader's Digest’ Boosts Rates 

Reader’s Digest, New York, 
whose rates are currently based 
on a circulation of 10,700,000, will 
advance its circulation base to 11,- 
500,000 next Jan. 1. Bew pages 
will cost $31,750, and four-color 
|pages will be $38,000. At present, 
ladvertisers pay $29,000 and $35,- 
| 000, respectively. 


| 
Gottschalk Rejoins Lucky Heart 
Herb Gottschalk, creative direc- 
tor of C. Wendel Muench & Co., 
Chicago, for the past year, will re- 
join Lucky Heart Laboratories, 
Memphis, July 15 as advertising 
manager. He held this job at Lucky 
Heart before joining the agency. 


adventures of 


CHARLIE CHAN 


Brand-new half-hour TV series! 
Excitement—thrills and chills 
of Hollywood and exotic 
European locations captured on 
film. Veteran character actor, 
J. Carrol Naish, makes Charlie 
Chan live and breathe. James 
Hong is the Number One Son. 
| Beloved by millions, who’ve 
paid out their dollars to match 
their cleverness with Earl Derr 
Biggers’ most famous detective! 
Wire or phone collect today to 
reserve your market before 
some other quick-thinking 
advertiser snaps it up. 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 ¢ PLaza 5-2100 
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CONFIDENCE IS HIGH 


SOL Kxsaas canums.. 


among Kansas Farm Equipment dealers for summer and fall sales: 


60% expect sales to be BETTER than 1956! 


|Richmond Dailies 
Offer Extra Bonus 


to Volume Buyers 


RICHMOND, July 2—The Rich- 
mond Times-Dispatch and News 
|Leader will offer volume rebates 
and frequency discounts to nation- 
al advertisers, effective Oct. 1. On 
| the same date, the newspapers will 
jraise their open line rates, and 
lrates for one and two-color r.o.p. 
ads. 


Advertising Age, July 8, 1957 


for, he is allowed a per line rebate 
for the space that he does use but 
receives no bonus. 


s Frequency contracts may be for 
13, 26, 39 or 52 weeks. Separate 
discounts apply in each case to 
| 300-line minimum, 1,000-line min- 
imum and page units, with the re- 
bate to be made at the end of the 
contract period. 

Under the new setup, dealers and 
omega ree-ad will be eligible for vol- 
ume rebates on all general adver- 
\tising placed by them, at the same 


} 


76% report farmers’ attitudes GREATLY IMPROVED! 


The volume contracts are on a discount rate earned by the man- 
|one-year basis. In addition to re-|ufacturer under his contract. 
iceiving a per line volume rebate, This dealer linage will be cred- 
jan advertiser will be paid a con- | ited to the manufacturer’s account 
tract completion bonus—believed |for purposes of calculating the 


ai to be a new deal in the newspaper | discount rate and the contract 


field. completion bonus. The only re- 
STATE FARM PAPER FOR KANSAS - 


Back their ENTHUSIASM with 
FARMER .. . NOW! 


advertising in KANSAS 


For example, an advertiser who | quirement is that the dealer or dis- 
| contracts for and uses 150,000 lines | tributor sign a contract—with no 
in one year is allowed a volume | volume specified—for the purpose 
rebate per line of 1.3¢, plus a $1,- jof crediting linage to the proper 
000 bonus. If the advertiser does | account. 

not use all of the space contracted| Open rates, all based on less 
than full pages, will rise from 3¢ 
to 5¢, depending upon the news- 
paper or combination. The news- 
papers also have established line 
rates for full pages for the first 
time, ranging from 49¢ for the 
News Leader (evening) to 92¢ for 
both newspapers and the Sunday 
'Times Dispatch. 

R.o.p. color charges will increase 
from $100 to $125 for black and 
one color, and from $150 to $175 
for black and two colors. Execu- | 
tives of the newspapers estimated 
the new rate discount experiments 
may cost the newspapers about 
$100,000 for the first year, but they 
expect increased national ad vol- ' 
ume to offset this loss in future ; 
years. 


‘'e ene yt ’ 
PPPenes 
PSkees 


® The following table shows the 
volume rebates that will be al- 
lowed per line on an annual con- 
tract basis, plus the contract com- 
pletion bonuses: 


Volume Comple- 
Annual Rebate tion 
Linage Per Line Bonus 
TS 0.5¢ $ 25 
i Se 06 45 
0 0.7 70 
Only Boston aE 0.8 100 
exceeds Worcester SEOOD  aenesseernre a 10 
ED atudisestndeteie 1.0 250 
DUIEL? Scticteasiponagions 11 400 
100,000 1.2 600 
=e 1.3 1,000 
] 200,000 o..cscscssessee 14 1,400 
5 eee 15 1,900 
. EC 16 2,400 
1 BD cccsercescncsese 17 3,000 
; 8) a 1.8 3,600 
G " ansaaae 9 4,300 
‘ e 500,000 ecccccccsnoeee 2.0 5,000 
’ 
7 . 
. nsive vera Modern Medicine Plans 
. inte cove ge by Australian Edition 
. the Teleg ram-Gazette Modern Medicine Publications, 
r Minneapolis, publisher of Modern 
ta a 4 4. Medicine (U.S.), Modern Medicine 
*) 160,531 Daily’ _ 106,655 Sunday’ of Canada and Modern Medicine of 
e Great Britain, has added a new 
u 


1957 Sales Story —10 Year Growth 


journal, Modern Medicine of 
Australia, which will begin pub- 


POpPUlation.........ccseesseee . . : Up 17% lication in September. 
The first issue will have a cir- 
Retail Sales.................. $636,221, 000......ccccccccsee Up 57% culation of 10,000. Sir Norman 
Gregg has been named to head / 
E.B.| $9B7,269,000....coccosene Up 80% the editorial board, with offices 


in Sydney. Fredric I. L. Barnes 
*Sales Management Survey of Buying Power May 1957 will be managing director. 


+March 31, 1957 A.B.C. Publisher’s Statement 


WDGY Promotes Thayer 

Jack Thayer, formerly a broad- 
casting personality on WDGY, 
Minneapolis, has been named gen- 
eral manager of the station. He 
succeeds Stephen Labunski, who 
has been named a vp of ABC Ra- | 


The Worcester 


ELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 


ted 


dio. 
Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. Brattleboro Daily Boosts Price 
Inc. National Representatives The Daily Reformer, Brattle- 
2100 boro, Vt., has increased its news- 
oem 


stand price from 5¢ to 7¢. 
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AMERICAN 


* 305,328 


SUN-TIMES 


# 164,715 
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S| = 96,953 


Department store advertising linage 
gains and losses 

Is onths of 1957 vs: same period 
1956 (7-day basis, excluding ‘zone. 
Source: Media Records.) 


= 309,368 


In the first four;months of 1957 
The American gained more department 
store advertising linage than all 
other Chicago papers combined! 


Department stores set the pace in retail sales...and lead the 
field in advertising investments. They know that productive adver- 
tising is essential in maintaining the huge day in and day out 
sales volume they require. So it’s extremely significant that these 


retail giants are steadily increasing their advertising volume 
in The Chicago American 


The latest figures show The\American up 


-mitter-tines-during the first months of 1957. This j 
on-the-line proof that, in Chicago—The American is/the news- 


paper that’s going places! 
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‘D'Arcy President, 


P, J]. Orthwein, 


Is Dead at 68 


St. Louis, July 2—Percy J. 
Orthwein, president of D’Arcy Ad- 
vertising Co., died this morning of 
cancer at his home in Huntleigh 
Village near here. He would have 
been 69 on Nov. 27. 

At his death, the D’Arcy agency 
—which he joined 43 years ago— 
was the 17th largest in the U. S., 
billing $51,000,000. D’Arcy had 
grown from a $20,000,000 business 
since 1946. 

Mr. Orthwein became a D’Arcy 
director in 1926, a vp in 1928, ° : , ; 4 
board chairman in 1951, executive | 2" a field in which the D'Arcy 
committee chairman in 1953 and | agency excelled. Under Mr. D’Ar- 
president in 1955. He had been | cy the shop had become one of the 
president only four months when— biggest buyers of outdoor space in 
in October, 1955—D’Arcy lost the | ‘Ne coun. 
$15,000,000 Coca-Cola account to|s Mr. Orthwein won national ac- 
ens had been a/ claim for his ability to project 

rey client for 50 years. 

But in a memo to agency em- 


Percy J. Orthwein 


picked up the techniques of poster 


|advertising messages pictorially, 


principally in the poster and mag- 
azine media. He conceived picterial 
ideas and worked with crayons and 
pencil sketches with the artists 
chosen to do the final picture. 

His posters were often prize 
winners, and on one occasion the 
advertising art directors of the na- 
tion voted by acclamation one of 
his designs as the outstanding out- 
door poster of the year. 

A short time after joining D’Ar- 
cy, Mr. Orthwein became the ac- 
count executive on Budweiser beer, 
and he married Clara Hazel Busch, 


| daughter of August A. Busch Sr. 


13 years of prohibition brought 
problems to Budweiser and Mr. 
Orthwein. Mr. Busch had told him, 
“Perce, we have to start all over 
| with all kinds of new products, and 
advertising will be one of our 
crutches.” 


|}# Mr. Orthwein and the D’Arcy 
jagency went to work on soft 
drinks, truck bodies, refrigerator 
cabinets, pharmaceutical ingredi- 


ents and baker’s yeast. Red ink was 
gradually transformed to black, 
and when prohibition ended, An- 
heuser-Busch was pretty well 
set. One result: Anheuser-Busch 
named Mr. Orthwein to its board 
and its executive committee. 

Mr. Orthwein was also a direc- 
tor of the St. Louis & O'Fallon 
Railway Co.; Manufacturers Rail- 
way Co.; the O’Fallon Coal Co. and 
the St. Louis Refrigerator Car Co. 

He is survived by his widow and 
two sons—James B., a D’Arcy vp, 
and Adolphus B., vp in charge of 
operations for Anheuser-Busch. 


MANTON DAVIS 
New York, July 3—Manton Da- 
vis, 80, retired vp and general 
counsel of Radio Corp. of America, 
died July 1 of a heart attack at his 
summer home on Fishers Island, 
N. Y. He was regarded as one of 
|} the key men in the development 
‘of RCA in its early days, during 
the 1920s. As the company’s chief 
ounsel, he appeared at many con- 
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|gressional hearings on legislation. 
He was also active in development 
of radio communication in China. 
Born in Mayfield, Ky., he was 
graduated from the University of 
Kentucky and the University of 
| Virginia law school and practiced 
‘law in St. Louis for 17 years be- 
\fore joining the Army at the out- 
break of World War I. Retiring 
with the rank of lieutenant colon- 
el, Mr. Davis joined RCA. He re- 
tired in ill health 16 years ago. 


DOUGLAS ATTAWAY 

SHREVEPORT, LaA., July 2—Doug- 
lass Attaway, 79, president and 
publisher of the Shreveport Jour- 
nal, died yesterday after a long 
illness. He spent his entire career 
with the newspaper, joining it in 
1901, six years after it was found- 
ed. He became business manager 
and advertising manager in 1907, 
a stockholder and secretary of the 
Journal Publishing Co. in 1911, 
owner of a controlling interest in 
1918 and president in 1923. 


ployes, which he co-authored with 
Robert M. Ganger, board chairman, | 
he declared that D’Arcy was “still 
a $40,000,000-plus agency” and | 
“continues to be one of the strong- 
est agencies in the world from the 
standpoint of financial strength.” 
He added, with equal pride, that 
D’Arcy had the “outstanding repu- 
tation for holding top accounts.” 
At the time, the agency had 25 
accounts, six of which had been 
with D’Arcy for 30 years or more. 
The average time the agency had 
been on an account was figured at 


19 years. 
® When Mr. Orthwein joined 
D’Arcy in 1914, the agency was 


headed by William Cheever 
D’Arcy, who died in 1948; Archie 
Lee, who died of cancer in 1950, 
after 25 years of setting the gen- 
teel tone of Coke advertising, and 
J. F. Oberwinder, who retired 
from the presidency in June, 1955, 
and whom Mr. Orthwein §suc- 
ceeded. Mr. D'Arcy left the agen- 
cy in the fall of 1945 to open his 


CENTRAL AND SOUTHERN ALABAMA is the home of 
1,000,000 people in 35 counties—one-third of 
Alabama’s population and retail sales! 


You reach this big and growing market only 


Mark this market 


on your list! 


WSFA-TI 
Population...... 
Retail Sales..... 


sean tnaeeveeasss $ 741,637,000 


*s 35 Alabama counties * 


apy rset Ne 1,093,100 


own office, and Messrs. Oberwind- 
er, Lee and Orthwein combined to 
push the shop from its $20,000,000 
level to its current status. 

When Mr. Orthwein joined 
D’Arcy, he had four years at Yale 
and two years at the University of 
Munich behind him. He traveled to 
Bavaria to study art. He also 


inquiries 
and 
influence... 


 \f your product or service can be 
F used by municipal and state police, 
5 just give them the facts in 
- Law And Order. One advertiser received 
> over 668 inquiries within 10 months. 
You get results because each issue 
gets intensive readership through 
focusing attention on a specialized 
field of police work—most 
issues are saved and used in police 
training programs 


oe Se 


LAW... ORDER 
1475 BROADWAY, NEW YORK 36, N.Y 
; BRyant 97550 


through WSFA-TV’s maximum-power VHF 
signal. You cannot cover it with any other TV 
station or combination of stations! 


Mark Central and Southern Alabama on your 
list...and buy it with WSFA-TV! 


The WKY Television System, Inc. 


PEI, i cc Uduasdccecs $ 184,927,000 
Rs cwiawea ce sncves $ 21,859,000 
Effective Buying Income.......... $1,062,690,000 


* Does not include 3 Georgia and 3 Florida bonus counties 


Source: Sales Management Survey of Buying Power, 
May 1957. 
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Law And Order reaches 10,000 readers, 
6,447 are highly influential police chiefs 
who can specify your product or service ’ 
and will insist on their choice es = | ; :. 
: . > at the point of purchase... ; : 
they have an average of almost $200,000 _- 2 
to spend. You can reach them all with a _ . 
page message for only 22¢ a police chet * ; | 
Let Law And Order be your salesman. . 
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Blossom Named C-C | 
President; Chandler | 
Is Board Chairman 


New York, July 3—Sumner 
Blossom, long time editor of the 
deceased American Magazine, yes- | 
terday was named president of the | 
Crowell-Collier Publishing Co. Mr. 
Blossom, with the company 29 
years, had been chief executive 
officer since shortly after Paul C. 
Smith was ousted last February 
as president and publisher. 

R. Carl Chandler, chairman of 
Standard Packaging Corp. and 
member of the boards of Funda 
Container Co. and Metal Salts Co., | 
was elected chairman of Crowell-| 
Collier’s board. He succeeds Wil- 
ton D. Cole. | 

Named chairman of the Cro- 
well-Collier executive committee | 
was Armand G. Erpf, a partner | 
in Carl M. Loeb, Rhodes & Co. 

Crowell-Collier, which reported 
a 1956 loss of $4,427,943, expects | 


| to clear about $1,100,000 in the! 


second quarter of this year, ac-| 


cording to Mr. Cole. He said the 


half-year net would be “close to| 


$2,000,000.” + 


How to Reach College Grads 

A 6.5% increase in the combined 
circulations of American university 
alumni publications represented by 
American Alumni Magazines is an- 
nounced in the second edition of 


\“How to Reach the College Grad- 
juate Market.” 


The new booklet, 
which gives up-to-date data for 35 
alumni publications of various col- 
leges and universities, may be ob- 
tained from Birge W. Kinne, 
American Alumni Magazines, 22 
Washington Sq. N., New York. 


Compton Appoints Grabow 
Compton Advertising, Chicago, 

has 

copywriter. Mr. Grabow previously 


an assistant account executive and 
creative writer. 


named Edward J. Grabow 


\was with Erwin, Wasey & Co. as Shoemaker to ‘True Story’ 


Lewis 


Spoon 


Wingate Willson 


AANR OFFICERS—New officers of the San Francisco chapter of the 

American Assn. of Newspaper Representatives are Garry Lewis, 

Ridder-Johns, president; James Wingate, Jann & Kelley, vp; Lee 

Willson, Kelly-Smith Co., secretary; Harry Spoon, West-Holliday 

Co., treasurer, and Lynn Fenstermacher, Hearst Advertising Service, 
national director and past president. 


Fenstermacher 
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New Company Will 
‘License Car Dealers 
in Rental Operation 


| Fort LAUDERDALE, July 3—Cars 
Rental System Inc. (CARS), a 
new competitor in the auto rental 
business, has embarked on a na- 
tional drive to sign up licensees. 
The CARS plan is to license 
new-car dealers on an exclusive 
basis in their areas, the ultimate 
aim being to provide a standard- 
ized service across the country, 
backed by national and local ad- 
|" Licens 


Licensees already have been ap- 
|pointed in 15 cities in Florida. 
|James S. Hunt, board chairman 
of CARS and onetime Detroit 
|Chevrolet dealer, is shooting for 
/100 dealers by next year. 

An advertising program to re- 


joined the advertising sales staff of |CTUit licensees will begin this 


Warren W. Shoemaker Jr., for- | True Story Women’s Group in Chi- |™onth in automotive business pa- 


merly with Armour & Co., has cago. 


ALABAMA 


oe 
> < 


2 


MONTGOMERY 
Channel 12 NBC/ABC 


Represented by the Katz Agency 


WTWT Tampc - St. Petersburg 


po ea es oe ae 


|pers. Consumer advertising is 
tentatively scheduled to start in 
the fall. As yet, the company does 


| not have an agency. 


= CARS licensees will be expected 
to put up $10 a car per month for 
advertising. In its promotion to 
prospective licensees, the new or- 
ganization claims a dealer with 20 
rental cars will be able to realize 
a yearly pre-tax profit of $32,000. 

Different makes of cars will be 
offered for rent, but CARS will 
probably make its big pitch to the 
independent dealers (Nash-Hud- 
}son and Studebaker-Packard). 

“Car-renting offers opportuni- 
ties for new-car dealers every- 
where,” Mr. Hunt says. “This 
burgeoning industry demands the 
participation of substantial busi- 
ness men and sound merchandis- 
‘ers, working together for higher 
standards. And unlike Hertz and 
Avis, CARS will not move in and 
| take over local operations once a 
|representative has made them 
| profitable. Our licensees will re- 
| main independent.” 

Jack R. Lynch, vp and general 
manager of CARS, formerly oper- 
ated a Dodge-Chrysler agency in 
New York. The president of CARS 
is Joseph P. Taravella, who has 
been associated with Mr. Hunt in 
Coral Ridge Development Co., a 
$10,000,000-a-year land develop- 
ment and community building 
project here. + 


| 


Get Your FREE 
_ Copy:ef = 


“HOW BUSINESS » =} 
USES CLIPPINGS” 


find out how a 
clipping bureau 
can benefit you 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 


advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
| see what Bacon can do for you. 


BACON'S NEW 1957 
PUBLICITY CHECKER 


3356 complete listings for business, 
farms and consumer mag- 
azines. Editor-coded. 
Sturdy, spiral-bound fab- 
ricoid. 64° x 9%". 288 pp 
PRICE $15.00. 
BACON'S 
Publicity Handbook 
Complete text on effective publicity 


handling. Documented, illustrated, 
case histories. $2.00 —128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S CLIPPING BUREAU 
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Lanolin Plus | 
‘Brainstorms 
Agency Choice 


(Continued from Page 2) 

ING AGE the reasoning behind his 
approach: 
| “IT didn’t ask for any creative 
|thinking. I just wanted them to 
explain the mechanics they used | 
in creating a campaign for a toilet- 
ry-cosmetic product.” 

The cosmetics manufacturer said 
he selected agencies of various sizes 
in both New York and Chicago to 


*Madison Telepulse—April, 1957 
interview. Only requirements were | 
|that they be familiar with pack- 


WKOW-TV 
|aged goods products and have no | 


- “ : |competing clients. 
Ss in Madison, Wis. When he presented his mythical | 
product to the agency principals 


land department heads, he told | 


It’s not square miles, but 


ALES THAT COUNT! 


In Madison, Wisconsin, VHF adds more to your cost than to your coverage. With 
WKOW-TV you deliver 70% as much share of the audience* at only 45% of the 
cost. 


MEET THE MAN 


BEHIND THE AD CAMPAIGN 
THAT DID EVERYTHING 


sut SELL! 


Now walt a minute —don’t get the wrong idea. It cou/d have been a 
great campaign. Pienty of hard-selling headlines that pounded home 
the theme... copy that told the story In fascinating fashion... layout 
and illustrations art directors dream about...media selection in the 
right space, and at the right time. 


So nothing happened! How come? 


The pay-off at the counter was missing. No Merchandising at the 
Point-of-Sale. 


Our business is Merchandising at the Point-of-Sale. We've had 


more than SO years’ experience in this one vital fleid of advertising. 
We've designed and produced point-of-sale merchandising programs 
of every kind, to meet every retailing need.We can dothesamefor you! 
Contact our nation-wide organization today. We'll show you how 
your hard-selling ideas can be developed into practical point-of-sale 


merchandising programs that create traffic — that se// more merchan- 
dise for you. 


Merchandising at the POINT-OF-SALE 


@ Lithographed displays for indoor and itd use *eAni 


ted Displays 
Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik* Seif-Stik Displays 


* Mystik® Can and Bottie Holders « Mystik® Self-Stik Labels ¢Squee-zel* 


* Econo Truck Signs ¢Bookiets and Folders * Moided Plastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 
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JOSEPH P. WALL, formerly an account 
executive in the Chicago office of 
Ridder-Johns, has been named ad- 


vertising director of the Long 
Beach Independent and Press-Tel- 
egram. He succeeds Don L. Nutter, 
now general manager of the Pasa- 
dena Independent and Star-News. 


them to assume the packaging and 
consumer research problems had 
been eliminated. He also offered 
a mythical fact sheet showing the 
advantages of his “product” over 
its competitors. 


s “Then for about two hours I sat 
back and listened while they de- 
scribed the steps they would take 
in preparing a national campaign,” 
he said. 

The results were revealing, Dr. 
Schultz stated. 

“JT found an astonishing lack of 
marketing and advertising know- 
how at some of the agencies,” he 
said. “The most elementary things 
in planning the campaign were 
missed in many cases. 

“At one agency they started right 
in talking about the kind of ads 
they would use, missing the pre- 
liminaries entirely.” 

Some agencies did “outstanding” 
jobs, Dr. Schultz found—notably 
Kastor, Farrell. 

“I felt Kastor exhibited the 
greatest know-how when it came 
to all the elements necessary to 
handle my account,” he explained. 


s This was the first time Dr. 
Schultz used this method of inter- 
viewing to select agencies. In the 
past, he has relied largely on stu- 
dying agencies’ past performance. 

“I don’t believe in asking for a 
formal presentation,” he said, “be- 
cause I can’t see how any agency 
could come up with creative think- 
ing if it isn’t familiar with my par- 
ticular product. 

“But I feel a man should be able 
to express himself informally and 
explain in some detail what ap- 
proach he would use in a cam- 
paign,” he said. 

Results of the unorthodox inter- 
views were revealing to persons 
other than Dr. Schultz, apparently. 

“The head of one agency later 
called to say some of his own peo- 
ple were revealed as lacking in 
basic qualities, and that he was 
going to let some men go,” Dr. 
Schultz said, adding that another 
agency president also said he was 
“going to make some changes.” 


|}@ While admitting his method was 


designed for his own needs, Dr. 
Schultz suggested it might prove 
useful to other packaged goods 
manufacturers shopping for agen- 
cies. If it becomes common prac- 
tice, it may also send some agency 
executives back to the books for 
review of their basic studies of ad- 


|vertising, Lanolin Plus’ president 


believes. + 


Gilbert Adds Fairchild 
Fairchild Recording Equipment 
Co., Long Island City, has ap- 


pointed Jack Gilbert Associates, 
New York, to handle its adver- 
tising. 
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The American Weekl 


moves up again 


... has just concluded the 
greatest revenue bearing first half 
in its entire history! 


~JAN-JUNE 1957 


SILT 


AD PAGES 


JAN-JUNE 1956 $12,663,581 


REVENUE 


Jone marked another step forward and up- 
ward by The American Weekly. 


{A iy Sanur aa es 


The steady increase in advertising pages not 


only reflects a growing media change to the i 3 49 6 4 
fs ‘ 


Sunday magazine field in general, it is dra- 
AD- PAGES 


Wes 


matic proof that more and more advertisers 
recognize The American Weekly’s unique ; 
power to move goods in volume... recognize, ! 4 

too, its great value as a marketing medium! : ; ; 

The American Weekly, you see, is the trusted : REVENUE 


buying guide for over 10 million families. 


ee ee aa 


eye ee 


“Circulation, too, is at | ( zs 
an all time high!” G ¥ . 


Pad oe a a ee 
2 RE eke A 


The NK \PERICAN WEEELY. . . trusted buying guide for over 10 million families 


63 VESEY STREET ¢ NEW YORK 7, N. Y. 


ATLANTA + BOSTON + CHICAGO -; CLEVELAND + DETROIT + LOS ANGELES + SAN FRANCISCO 
ALBANY TIMES-UNION © BALTIMORE AMERICAN «© BOSTON ADVERTISER © BUFFALO COURIER-EXPRESS «* CHICAGO AMERICAN ¢ CINCINNATI ENQUIRER © CLEVELAND PLAIN DEALER © COLUMBIA, S. C. STATE 
CORPUS CHRISTI CALLER TIMES ¢ DALLAS TIMES HERALD « (DENVER) ROCKY MOUNTAIN NEWS © DETROIT TIMES * HOUSTON CHRONICLE © HUNTINGTON, W. VA., HERALD-ADVERTISER © KNOXVILLE JOURNAL ¢ LOS ANGELES EXAMINER 
MIAMI HERALD ¢ MILWAUKEE SENTINEL ¢ NEW ORLEANS ITEM © NEW YORK JOURNAL-AMERICAN © PHILADELPHIA BULLETIN ¢ PITTSBURGH SUN-TELEGRAPH ¢ PORTLAND OREGONIAN « ST. LOUIS GLOBE-DEMOCRAT 
ST. PAUL PIONEER PRESS ¢ SAN ANTONIO LIGHT © SAN FRANCISCO EXAMINER © SEATTLE POST-INTELLIGENCER * SYRACUSE HERALD-AMERICAN ¢ TAMPA TRIBUNE © WASHINGTON POST & TIMES-HERALD © WICHITA BEACON, 
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Siieer / 


VERMONT 


| MARKE 


To get the Vermont Market Story 
address Room 516, Statler Office Bidg., Boston 16, Mass. 


VERMONT ALLIED DAILIES 


Barre Times »* Bennington Banner © Burlington Free Press 
Brattleboro Reformer ¢ Rutland Heraid © St. Johnsbury Caledonian-Record 


Along the Media Path 


| A 12” LP record, “35 Eventful 
| Years—1922-1957,” has been sent 
out by WJR, Detroit, to mark its 
35 years of broadcasting. The rec- 
ord reproduces fragments of his- 
toric broadcasts, such as a speech 
by President Franklin Delano 
Roosevelt, an interview with Ty 
Cobb in 1922, Edward VIII's abdi- 
cation address, etc. 


e The Cleveland Press keeps up 
its advertisers’ interest with a se- 
ries of checklists for copywriters. 
The checklists are prepared by 
Grant Stone, the newspaper’s ad- 
vertising manager. Each one is 
aimed at a particular type of 
advertiser, such as men’s clothing 


and real estate advertisers. 


| 
|e The Chicago Tribune plans to 


|econduct a special hi-fi promotion 
on Friday, Sept. 13. Timed to co- 
incide with the opening of the 
|sixth annual Chicago High Fidel- 
ity Show, the Tribune promotion | 
is being designed to focus con-| 
sumer attention on the industry. 
|It will include publication of a 
|special hi-fi supplement on Fri- 
day, with heavy promotional fol- 
low-up throughout the three-day 
exposition, being staged Sept. 13- 
15 at the Palmer House. 


e The Herald American, Comp- 
ton, Cal., launched a Sunday mag- | 
azine, a new section, on June 30.) 


|e The August issue of Earn- 
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chronological review highlighting 
the development of the industry 
over the past 40 years. 


e For the fifth consecutive year, 
Chilton Co.’s truck and bus fleet 
magazine, Commercial Car Jour- 
nal, has won the National Safety 
Council’s Public Interest Award, 
for its efforts in promoting safety. 


e CKLW, Windsor, Ont., radio 
station, marks its 25th anniver- 
sary with a greeting card holding 
a Canadian silver dollar and with 
the message, “50,000 Good Wish- 
es for 25 Years, Your Best Radio 
Dollar Buy!” 


e Department of New Laurels: 

Petroleum & Chemical Trans- 
porter has a 45% increase in ad- 
vertising pages during the first six 
months of 1957 over the same peri- 
od last year. 


shaws—The Magazine of Infants’, 
Boys’ and Girls’ Wear will cele- | 
brate the publication’s 40th anni- 


“THE RAI 


They are doing a lot more business in Fort 
Worth these days. The drouth-breaking rains 
have caused sales to climb more sharply than 
during preceding years when the need for 
rain was at a premium. Lakes that supplied 
water for homes and industry alike are full, 
insuring an ample supply for years to come. 


The tremendous boost to the rancher and the 
farmer is so great that it would be impossible 
to estimate the value in terms of dollars— 
the figure would stagger even the most opti- 
mistic person. 


Texans are hard at work, making up for the 
six years of drouth. They can now plan for 


LARGEST COMBINED DAILY 


without the use of schemes, 


“Just @ good newspaper” 


NS CAME” 


the future with confidence. This confidence 
means the purchase of new and better equip- 
ment to run their businesses, and it also 
means the purchase of more convenient items 
necessary for good living today. 


If you want your share of this big boom in 
Texas, the Star-Telegram can give it to you. 
Every day the Fort Worth Star-Telegram 
calls on the people of Fort Worth and West 
Texas. It can present your advertising mes- 


sage to this market that is 


in a buying mood. 


According to the latest ABC Audit Report, 
the combined daily circulation of the Star- 
Telegram is 253,312, and on Sunday, 229,038, 


CIRCULATION IN 


premiums or contests 


TEXAS 


Newsweek celebrated its big- 
gest first-half ever this year with 


| advertising revenues of $11,269,- 


: ; | 000, an increase of 12%. 
versary. The issue will offer a} 


Your New Baby reports a 33.8% 
|gain in number of pages of ad- 
vertising and a 36.6% gain in ad- 
|vertising revenue for the August 
| issue over 1956. 

Parents’ Magazine reports a 
6.6% gain in advertising revenue 
for the August issue over 1956. 

Bride’s Magazine’s autumn, 
1957, issue, is the biggest autumn 
issue it has ever published. The 
issue is 284 pages over all. It car- 
ries 189.4 pages of advertising— 
|an increase of 20.8% over autumn, 
1956. 

The June 23 issue of The 
|American Weekly is the biggest 
lever with 50 advertisers, 30 of 
| them participants in the fourth 
| American Weekly annual picnic 
| promotion. 

The June issue of Progressive 
| Architecture is the largest in ad- 
'vertising pages in the magazine’s 
37-year history. The issue has 
\77 advertising pages, 43.5% more 
|than June 1947-1956. # 


Armstrong Shifts 

Executives’ Duties 

| Ina realignment of responsibili- 
|ties at Armstrong Cork Co., Lan- 
| caster, Pa., effective July 1, C. W. 
| Moodie was named manager of the 
|advertising and promotion depart- 
|}ment and A. H. Forster manager 
jot the public relations and staff 
services department. These chang- 
es followed the resignation of J. E. 
Holden, assistant director and 
manager of the advertising creative 
| department. 

William A. Mehler Jr. has been 
named assistant manager of Arm- 
|strong’s public relations and staff 
|} services department. Glen P. Dal- 
rymple succeeds Mr. Mehler as 
manager of the floor division crea- 
tive section. 


Vocama Campaign Set 

| William Winkler Inc., New York, 
|will promote its Vocama fabric, 
made of arnel and nylon, in Charm, 
|Harper’s Bazaar, Life, Mademoi- 
|selle, The New Yorker and Vogue 
jthroughout this autumn and win- 
iter. Insertions will be color pages 
jand spreads. 65 retail stores across 
the country will tie in with local 
promotions breaking simultaneous- 
jly with the Vocama kick-off ad, 
|a color spread in the Sept. 9 Life. 
|Trade advertising is appearing in 
| California Girl, Lingerie Merchan- 
|dising and Women’s Wear Daily. 
Gussow-Hyman, New York, is the 
agency. 


Sun Tube Promotes Two 
Albert B. Nichols Jr. and Gor- 
don Barlow have been appointed 
sales manager and assistant sales 
manager, respectively, of the tube 
division of Sun Tube Corp., Hill- 
side, N.J., it was announced. For- 
merly assistant sales manager, 
Mr. Nichols joined Sun Tube in 
1951 as salesman. Mr. Barlow has 
been with the company since 1954, 
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of mail 
in Canada 


31 words 
that brought 
an avalanche 


ie 


a —a 


How a few lines at the end of a food article 
produced action lasting more than seven years 


OR MANY YEARS, people believed that to be well- 
k nourished, you had to eat a lot. The true facts 
about nutrition were confined largely to physicians 
and their more frequent patients. Many people, eat- 
ing heartily and only the best foods, actually suffered 
diet deficiencies without knowing it. 

Then, in 1949, the Pennsylvania State College—in 
co-operation with the Westinghouse Electric Corp., 
the Philadelphia Child Health Society and the Chil- 
dren’s Hospital of Philadelphia—conducted a year- 
long study of 239 people in 64 families. The researchers 
controlled the group’s eating habits and studied the 
effects on their health. The findings confirmed what 
many doctors had known all along. 


How the rush started 


“Well-Fed—But Ill-Nourished,” an article on the 
study, appeared in many editions of the Reader's 
Digest. In Canada, a 31-word closing sentence offered 
people detailed information on the study, as well as 
the master menus used in it, if they would write 
the Canadian Westinghouse Co., Ltd.* 

Recently, Mary Louise Bertois, Supervisor of the 
Home Economics Department of Westinghouse’s 
Appliance Division, wrote us recalling the effects 
of the article. 

“When this story first appeared,’ Mrs. Bertois 
said, “we literally received an avalanche of mail. 


*Sorry, copies of the leaflet no longer available. 


After the initial rush subsided we checked and found 
we had received and answered over 15,500 letters.” 


Hasn't stopped yet 


Even today, more than seven years later, Mrs. 
Bertois reported, “requests are still coming in. Letters 
have come from every province and territory through- 
out Canada. Goodness knows what the final total is. 

“It demonstrates to us at Westinghouse the con- 
tinuing readership your magazine enjoys.” 

We do not know—and doubt that anyone does— 
all the reasons that make readers respond to some- 
thing they see in a magazine. We do know some of the 
reasons why Canadians respond to what they read in 
Reader's Digest. 


Size .. . belief. . . action 


It is not only the size of the Digest’s circulation, or 
the fact that more Canadians read it, twice as many, 
in fact, as read any other magazine. It is not alone the 
long life of each issue, or the fact that Canadians pick 
up and re-read their copies repeatedly. The response 
that Westinghouse experienced springs from much 
deeper motivations . . . 

People believe what they read in the Digest. 
Whether the subject is nutrition or medicine or science 
or something else, people know that the Digest 
speaks with honesty, authority and thoroughness. 


Canadians have faith in 


eaders Dige st 


Largest Magazine Circulation in Canada 


The trust and confidence that people place in the 
Digest provide an environment of integrity where 
advertising can perform at its persuasive best. 

You can penetrate Canadians’ buying habits more 
deeply with the Digest because it is the magazine that 
Canadians prefer to read and that so many leading 
Canadian advertisers prefer to use. Make the English 
and the French editions of Reader's Digest your basic 
advertising medium for Canada. 


Facts About Reader's Digest in Canada: 


Reader's Digest covers both great 
language groups in Canada—with 
separate editions in French and English 


ABC Net Paid Circulation 
Reader's Digest ...... 
Magazine No.2 ...... 


943,279 
514,567 


Total Audience 
Reader's Digest .... . « 2,947,000 
Magazine No.2 ... . . « 1,795,000 


Men Readers 
Reader's Digest .... . « 1,506,000 
Magazine No.2 ..... . 945,000 


Women Readers 
Reader's Digest .... . « 1,441,000 
Magazine No.2 .... . . 850,000 


Cost per thousand Circulation 
Reader's Digest . ... 5 « $3.53 
Magazine No.2 .....-. $6.51 


Source: Circulation — ABC Publishers’ Statements 
for the 12 months ending December 31, 1956. 
Audience — 1952 CARF Magazine Audience 
Study projected to 1956 circulation. 

Cost per Thousand — Based on 1956 circula- 
tion and current rates. 
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Brown-Forman Sales 
Hit $97,387,577 in 
1956-"57—Up 25% 


LOUISVILLE, July 3—Brown- 
Forman Distillers Corp. has re- 
ported consolidated net sales of 
$97,387,577 for the fiscal year end- 
ed April 30, 1957. This is a record 
high for B-F, and a 25% increase 
over the $77,719,572 reported for 
the previous year. 

The total sales figure for this 
year includes the sales of two new 
subsidiaries that B-F acquired last 
year (AA, Aug. 27, Sept. 3, ’56)— 
Jack Daniel Distillery ($10,047,- 
908) and Joseph Garneau Inc. 
($1,580,324). Net sales of B-F 
products alone totaled $85,759,345 
—a 10% gain over the 1956 fiscal 
year, 


s The B-F annual report revealed 
that net income for the 1957 fis- 
cal year amounted to $2,529,664, 
down from the 1956 net income of 
$2,939,886. 

The distiller attributed the dip 
in net income to the necessary 
write-up to fair market value of 
Jack Daniel assets at.the time the 
assets and liabilities were assumed 
by the new company, which re- 
sulted in an operating loss. The 
loss will constitute a tax credit 
for the next two years, B-F point- 
ed out. 

The report also disclosed that 
B-F paid $18,000,000 for the Jack 
Daniel holdings and $620,000 for 
the Garneau company. + 


Nylonet to Lincoln-Lennox 
Nylonet Corp., Miami, has ap- 
pointed Lincoln-Lennox & Associ- 
ates, Miami, to handle all advertis- 
ing for Ice Cake foot lotion. Now 
advertised in newspapers in 60 
cities and in national magazines, 
plans call for an expanded sched- 
ule including radio and television. 
Peter F. Heller Advertising is the 
previous agency of record. 


North to Blaine-Thompson 


| Wilbur & Ciango Adds 4 


Wilbur & Ciango, New York, 
has added four accounts, the 
Jewish Book Guild, Fine Editions 
Book Club, American History 
Publications Society and the Na- 
tural History Book Club. They 
were formerly with Norman D. 
Waters & Associates. 


‘Digest’ Makes Dealer Offer 
Reader’s Digest, New York, is 

offering magazine dealers a year’s 

free membership in the magazine’s 


condensed book club (“worth 
$9.75”) if the dealers agree to dis- 
play the magazine each month “in 
four stacks on the flat main rack.” 
The offer is made in a full-page 
ad in the July Newsdealer. 


K&E Promotes Marder, Gilinsky 

Kenyon & Eckhardt, New York, 
has promoted Eric Marder from 
account research supervisor to su- 
pervisor of market research, and 
Dr. Alberta Gilinsky from assistant 
account research supervisor to ac- 


count research supervisor. 


Evans to ‘American Weekly’ 

Jacob A. Evans, formerly direc- 
tor of advertising promotion of 
National Broadcasting Co. and ac- 
count executive at McCann-Erick- 
son, has joined The American 
Weekly, New York, as director of 
sales promotion. 


Ford Advances Murphy 
Walter T. Murphy, formerly as- 
sistant general sales manager in 
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charge of sales services for the 
tractor and implement division of 
Ford Motor Co., Detroit, has been 
named sales promotion manager of 
the marketing staff. 


Callam Named Ad Manager 

Jim Callam, formerly merchan- 
dising manager of the New York 
Mirror, has been appointed adver- 
tising manager of Henry Pape Inc., 
New York, food distributor, and its 
subsidiary, Pape Bros. Inc., food 
broker. 


David North has joined the com- 
mercial products division of | 
Blaine-Thompson, New York, as a 
member of the executive staff and | 
plans board. He was formerly ad- | 
vertising director of Martinson’s 
Coffee Co. 


How To Plan Your 
Public Relations | 
Program 


How can you put into effect a public 
relations program that operates ef- 
ficiently and smoothly and _ gets | 
results? 

What are the pitfalls to avoid? | 

Read the July issue of ADVER- 
TISING REQUIREMENTS to get 
the answers by Paul B. Zucker, vice 
president, operations, Ruder & Finn. 

This how-to-do-it article is typi- 
cal of the kind of information you'll 
find in every issue of AR—practical, | 
workaday tips to keep you posted on 
all of the latest dovclsgunaute in ad- 
vertising production, promotion and 
merchandising. 

AR covers everything an adman 
must do except buy time or space. 
A trial proves your need—or your 
money back. 

To start a year's service (12 is- 
sues) with the informative July 
issue, just clip this ad, attach your 
lettenhead and $3. One of the best 
investments you'll ever make—or 
your money back. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


“ ..fead by people whose progress and profits 


George W. Head, Advertising 
Manager of the National Cash 
Register Company, has been suc- 
cessfully associated with the busi- 
ness machine industry for over 
30 years. During most of that 
time, he has been responsible for 
advertising or sales promotion, or 
for activities closely related. At 
present he is responsible for both 
advertising and sales promotion. 
Recently we had the opportunity 
to discuss the use and importance 
of trade and industrial publica- 
tions with Mr. Head at his busy 
Dayton office. 


Q Just how long has National Cash 
Register Company been advertising? 


A Our company was organized over 
70 years ago and we've been advertising 
actively ever since. In fact our founder, 
John H. Patterson, has often been called 
the Father of Scientific Salesmanship, 
and his reputation as an astute and 
effective salesman is certainly based on 
his advertising sense and know-how. 
Mr. Patterson looked upon advertising 
as the right arm of selling and his in- 
stinct for advertising was so exceptional 
that today we still follow certain prac- 
tices which he laid down 


Q Can you give an example of how 
Mr. Patterson's thinking still influences 
your advertising? 


A In the early days, Mr. Patterson not 
only gave advertising his over-all per- 
sonal attention, but even wrote much of 
the copy as well. To test its effectiveness, 
he would frequently show the proof of 
an advertisement to a butcher whose 
small shop was near the factory. If the ad 
made sense to the butcher, Mr. Patterson 
believed it was safe to run. After all, the 
butcher represented a detached point o! 
view, was the user of a cash register and 
a potential customer for a new one. You 
might term this an early—perhaps the 
first—practice of what we today call 
motivation research, 


Q And you still field-test your copy? 


A Yes indeed. We know how important 
it is to make our story factual, believable, 
and, above all, useful to the reader. 


Q When did you first start using trade 
and industrial publications? 


A Very early. The first type of adver- 
tising we used was direct mail, but we 
have proofs of trade paper advertise- 
ments in our files that date back to the 
early 1890’s. I’m assuming, of course, 
that your definition of a trade or indus- 
trial paper agrees with ours; namely, a 
publication edited entirely for a par- 
ticular profession, industry or business 
—and designed to serve the people in 
that field who are looking for help and 
information rather than diversion. 


Q Yes, we agree on definition. Now 
tell me, if you will, Mr. Head, just how 
these publications fit into your over- 
all program. 


A In all, we use some 135 publications. 
Through them we maintain our reputa- 
tion for finest quality and workmanship 
and superior mechanical features. How- 
ever, our advertising in the trade and 
industrial press can be far more specific 
and factual. This is because it is directed 
to people we know are interested in 
what we have to say and because we know 
the sort of information the reader is 
looking for. After all, business papers 
are read by people whose progress and 
profits depend on an intimate knowledge 
of their field—techniques and systems 
employed by competition, the new de- 
velopments and methods that will help 
do a job more efficiently. The trade and 
industrial paper audience reads adver- 
tisements as avidly as it does editoria] 
content. 


Q What is the basic theme of your ad- 
vertising? 


A We use testimonials from the users 0! 
our products who tell specifically how 
much money they save as a result of 
their National System—how they save it 
and how soon these savings return the 
cost of their investment. This money- 
saving theme can never lose its effective- 
ness so long as business is operated 
for profit. 


Q just how important a part does ad- 
vertising play in the sale of NCR 
products? 


A In our business, advertising alone cin 
not sell the product. Our salesmen are 
absolutely essential to us if we are to 
maintain volume sales. But we do look 
upon the sale of our products as the end 
result of five basic steps, of which adver- 
tising is an all-important essential. These 
are (1) getting attention; (2) arousing 
interest; (3) winning confidence; (4) 
creating desire; (5) stimulating action, 


Q In which of these five steps do you 
believe advertising can be most helpful? 


A Our advertising is designed to assist 
our salesmen in the first four of these 
steps. When one of our salesmen calls 
qn a potential customer who is already 
well acquainted with NCR and has in- 
terest and confidence in our products, 
and a desire for them, he can devote his 
entire call to the customer’s particular 
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Renart in West Coast Drive 

Renart Sportswear, New York, 
maker of Wondamere sweaters, 
has scheduled a West Coast televi- 
sion promotion starting this month 
over 12 stations for a 13-week peri- 
od. The stations are located in Cal- 
ifornia, Washington and Oregon. 
Henry S. Harris Associates, New 
York, is handling the drive. 


WPFH Appoints Katz 
Katz Agency, New York, has 
been named to represent WPFH, 


Wilmington, Del., by the Storer GE to Emphasize 
Broadcasting Corp., which aaa | 
Table, Console TVs 


cently acquired the tv station. Paul 

H. Raymer Co. formerly handled | ee 

the station. in Fall Advertising 

Radio Bureau Adds Nims | SYRACUSE, July 2—General Elec- 
Robert F. Nims, formerly vp | tric Co. will shift the emphasis 

and general manager of two | from portable television sets to 

Massachusetts stations, WCAT in|its table and console line in its 

Athol and WMOO in Milford, has| fall tv advertising, concentrating 

been named as sales representa- on the slimmer cabinets—labeled 

tive by the Radio Advertising | Slim Silhouette. 
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jfall will use the newly developed | tion of advertising is scheduled for 
|110-degree deflection picture tube.| the last third of this year, GE said. 
A company spokesman said re- | Four-color spreads will be sched- 
search showed consumers prefer a| uled in Life, The Saturday Evening 
set with cabinet depth of 15” and! Post, Reader’s Digest and This 
a 2” tube cap in the rear. Length- Week Magazine to reach the con- 
ening the cabinet to include the cap| sumer market. GE’s trade adver- 
was held unnecessary because the | tising will be carried in Electrical 
need for rear ventilation and the! Merchandising, Home Furnishings 
presence of baseboards in most |Daily, Mart Magazine, Electrical 
|homes would prevent the cabinet | Dealer and NARDA News. A spe- 
| from setting flush against the wall.|cialized market will be reached 
through ads in American Motel and 


Bureau, effective July 1. 


| The entire line of GE sets this|# By far, the greatest concentra-| Tourist Court Journal. 


depend on an intimate knowledge of their field” 


The trade and industrial paper audience 
reads advertisements as avidly a: ii does 
editorial content.’’ 


problem. Advertising eliminates the need 
for the salesman to labor through the 
first step of getting a hearing, and the 
additional steps of educating the cus- 
tomer to the point of acting 


Q Then you feel that advertising re- 
duces the total cost of marketing? 


A Definitely. The cost of personal sales- 
manship is usually the largest single 
item of marketing expense. When adver- 
tising is used to help accomplish certain 
steps of the sale, the salesman can con- 
centrate on the final step—closing it. 
And the more productive he becomes, 
the more the cost per sale goes down. 


Q What are the basic objectives of your 
trade and industrial magazine adver- 
tising? 


A We have two objectives. The first -s 
to interest prospective customers now 80 
that they will inquire feday about the 
benefits of a National System. The second 
is to plant in the public mind one simple 
but powerful idea about NCR—associa- 
tion of the name National with the actual 
saving of time and money, 


Qi; your use of trade and industrial 
magazines increasing? 


A Continuously. This year we are using 
the largest number of business publica- 
tions in the history of our company and 
we are telling the NCR story to the 
largest number of readers 


Q How do you measure the effective- 
ness of your advertising? 


A We rely on a combination o! factors, 
An increase in sales is obviously an im- 
portant clue. And the reaction from our 
sales organization tells us how useful our 
advertising is in helping them make more 
sales with the same time and effort, 


Comments from businessmen soon re- 
veal how well our message is being 
received. These factors, studied against 
our background of experience over the 
years in the psychology of advertising, 
enable us to evaluate pretty well the job 
being done. 


Q What is the reaction of your salesmen 
to your advertising efforts? 


A They are most enthusiastic. Salesmen 
in all parts of the country continually 
report sales that have grown out of ine 
quiries stimulated by advertisements, 


Q Do your salesmen make collateral 
use of your advertising? 


A Yes. We furnish reprints of all adver- 
tisements to our salesmen for whatever 
use they care to make of them. These 
make excellent direct-mail pieces and are 
effective when used in written proposals 
made to new prospects. Our branch 
offices also use blowups of our advertise- 
ments in their display windows 


Q Do you believe that business publi- 
cations are increasing in their impor- 
tance? 


A Indeed I do. We are living in the era 
of a new industrial revolution—an era of 
specialization, with rapidly changing 
trends in business. Trade and industrial 
publications are serving as the real 
specialists in their individual fields, and 


"When advertising is used to help accomplish 
certain steps of the sale, the salesman can con- 
rentrate on the final step—closing it.’ 


through them we are learning what we 
must know to do business today and pre- 
paring ourselves for the business world 
of tomorrow. 


Q Do you have any concluding com- 
ments to make? 


A Just that I thinkit important to recog- 
nize this one truth—advertising is sales- 
manship in print. Too often we see 
evidence that people regard advertising 
and salesmanship as two entirely dif- 
ferent functions of business, with the 
result that advertising makes one ap- 
proach and their personal selling another. 
Only when these two activities are care- 
fully and closely coordinated in theme 
as well as objective can we hope to get 
the most out of either 


‘Through the use of trade and industrial publications you are able to com- 
municate with your customers and prospective customers in an atmosphere 
that is natural to them and most productive for you. In this respect, today’s 
responsible trade and industrial press serves a purpose unduplicated by 


any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and 
a strict control of circulation that assure confidence on the part of readers 
and advertisers. With such acceptance goes proportionate selling power. 


Chilton 


COMPANY 


Chestnu: and 5uih Streets + Philadelphia 39, Pennsylvania 


Young & Rubicam, New York, is 
the agency. + 


Guild Earnings Jump 

Guild Films Co., New York, tv 
film producer-distributor, had 
earnings before taxes of $452,382 
for the six-month period ending 
| May 31, 1957. This was an increase 
|of more’ than 500% over earnings 
|of $87,184 for the similar period in 
fiscal 1956. The second fiscal quar- 
ter earnings were $297,033 in 1957 
against $16,528 in the second quar- 
ter of the previous fiscal year. 
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CHERCHEZ 
LA FAMILY 
BUYER. 
SHE OFFERS 
YOU A LOVELY 
SALES CURVE 

On KOIN-TYV, 

PORTLAND, ORE. 

} EXCLUSIVE 30- 
COUNTY COVER- 
AGE. . RATINGS 
You wish 

EVERYBCDY HAD. 


The boys from 
CBS-TV Spot Sales 
have her vital 
statistics in their 
little black book. 


a ee ae ee ee te. ee ee OS a oe ese Hy 
. oo net ees es ate Sy ie tek + ae re ace as PSE TN es ae EO hen a Vk Op te ee ae ea E ear eee i bane: pera Se ee 2 
* aioe Re er ete Teena aX. (Ea <a pee ies Sven ag) ee aL he eee “Ry RD aly ae ee eee te aE We i SS 5 nese: 4 as Bea ee ee ot 
ae ie = eS i Mae em a Mee a: ae ee 2 See a eee Koen a? ee > ce. Se sjsu tc, ge ts. | a. See eps ok wk 
He af ne er oe ee a Pte ae i oe. eee . ee oe os s. ae eo eee hy Paes Soe. ne, a ic hoe oe Sarai aca 
ae = gous fee ae rere at a Fee ea Bean, Se ee pa Ee ciate ee eR En ee yi ee ae Be cies eae Te ae 
ee tae ences ee eee ees ag’ Resco ete ae steer co ee ge ee ee sf ase ‘ Se ee aS, 
ie ae oe eg Te CATO ay ; nee ene 3s re - ee Le - ae ; sy ie al Np ere 
ned j . ‘ “ag toa : e Riaiee ats ees : 3 s Se os ATR gS or a Se ia a Pee eer 
i. 
: 
\ 
PO |_| 
i 
} 
= a : 
i | a: 
rae 
; ; 
| a ee , 
| 
‘ ites 
- Pe om 
. 3 
A 
7 j 
ee . 
ed ' 
; 
be ; ~ 
m= | 4 = 
: 
. po a 77 Wg ee age ere 
a ' Pees ae ES te coe : ba Pe GN i ae “a 
% a 3 + F ey. 2 a eee Pe, ae eae —_—_—_....ss ee _ mg 
j seek yy ae . ¥ x x . 2 7 ae aaa = = oie f 
Cees, ae B : Ba a ce ee 
Pa. fy “ee 7 $ fe - 
— bla ss wh ike aie es a ‘ 
* ; ce aides well, Lee fa a a Bia ae 3 Bvt re i: 
a . he, eee Sy mead - 
4 } ie Se : ee eee \ ~ 1 doen ties insti. ide 
2 | : a Ate =i 
if | ee 
: | 4 
é . ; 
. 
2 ; a * 
re : | ; 
: ‘ 
| a : 
5 - 
ve oo. 
+i re 
So | ~ ¢ 
: 
Fe | ' : 
Ca 
uy — 
4 | i sf ; 
be a 
Ei, : 
. : | 
| > 
~ : 
5s SS | 
/ is oa 
if Jt | ed 
: — ~~ Je ee .. 
; ¥ “25 — 
| and - +e | % 
\ { ‘ 
a > §6— Aa ; 
3 | aa | artes te) 5 
‘ Py " fe a 4 | 
— ‘aaa bh | 
“ ta ee | “7 
: =S= F= CHILTON PUBLICATIONS: Department Store Economist « The Iron Age ; 
2. a F 5 = * Hardware Age « Spectator « Hardware World + Jewelers’ Circular—Keystone 
a == Automotive Industries « Gas + Distribution Age « Optical Journal and 5 
, : === J Review of Optometry « Motor Age « Boot and Shoe Recorder « Commercia! ‘<E 
' = = Car Journa! « Butane-Propane News « Electronic Industries « Book Division 
| 
‘ ; : 
e | 
a } . 
on | | 
Late \ | 
‘ J 
p : | 
a 
Pee oe ae : : Gee et eee os ae vical ues sane oeee oe et Se Pao ee i sates i ee ssid Sa aa 
eg ; ; Ae os bo a rhea 2 ag ant Reali a Nea aie mea aid PaO ee oe ee ey: Foe Ca iia? tune Ba ee tae a, sled sate es eae aR: Pee 
[er RO ee ee ae ae DO, te ee fe RRA acts Vv oy Se es ey > eae ; Pane pea Be 
re ag ne ae Se Se tet a tole, a eeeeee seem le: Cn ic Uc nee ear wae Se | = nim ei a ee oo a Pug, tie Oh Sel 3S Didi os, 4 oe Bae. ee ee ee ee eS At cB ae icc) oe. Sollee an ee ame ET 


: 
r 


jako 


* 


rae 
=, 


probably see retail sales in Colorado reach “As of Jan. 1, 1947, there wer 


“phe year will 
the $2.15 billion mark, after crossing the $2 billion mark in tablishments in Colorado with tote 
f Jan. 1. 1957 


perity in Colorado. aA 
That forecast was made by L. J. Crampon, executive di- 1956 for the first time, Crampon said. Crampon said. ““As 0 
- : : 2—Prospects for the 1957 tourist season appear excellent 9.440 establishments witl.an 

rector of the University of Colorado's bureau of business Fe- with @ forecast of a 7-5 pet. gain over the 1956 record of 3.5 —.* Ba " } 

search. million visitors. Crampon forecast also a net gain in tourist Crampon said final figures on C 

Key factors in the rosy forecast, Crampon said, are these: spending. underlined the records he believes 
1—Drouth-breaking rains and snows this spring will have g—Industrial expansion, especially in the Denver metro The gain in retail sales to $2, 

a major influence on increasing retail activity, especially in politan area, is continuing at 4 high level with a resulting in- pet. above 1955, @ compilatio by 

search at C. U. showed. 


the agricultural eastern counties. crease in population. 


Rocky Mountain Emy 


Climate Capital of the World 


The year 1957 will topple all records for business pros- 


A record $103,971,400 in 
industrial and commercial 
construction will be com- 
pleted in the Denver area 
this year, 4 Chamber of 
Commerce survey shows. 

The total is more than 
$30 million higher than 
the $73,542,000 in com- 
mercial and industrial 2 
construction completed ‘4 gr = 
during the boom year of ' < 
1956. a 


research division of the Denver 
Chamber of Commerce, said the 
1957 construction record will 
create 5.398.588 square feet of 
additional industrial and com- 
mercial building space in the 
metropolitan area. 

The new puildings and the 
business and industrial firms 
they will house will provide 
jobs for an estimated 3,546 
persons, the report said. 

In addition, the survey showed 
that $2,680,00 in expansion and 
renovation of existing commer- 
cial and industrial plants is 
planned for 1957. This will mean 
jobs for 996 new workers, the 


Won MILLION PAYROLL Work Moves Ahead at Air Acad 


The added annual payroll as 4 
result of the expansion will total| The $124 million permanent home of the Air Force academy north of right center of photo; to the | 


at least $15,886.20. Colorado Springs is beginning to take form os construction work heads academic area is the parade grc 
Included in the survey totals| toward peak activity. By July 1 on estimated 5,000 workers are @X- In background: Pikes Peak. Cc 
are only the portions of present| pected to be on the job. Structural steel for cadet quarters is rising at 

mater projects such as Court- 
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hed the record high of 
metropolitan 


ar Forec 


sales reac 
t. In the four county 
e 1955. 
re up, Crampon 


In the city of Denver, 
$845 ,833,000, a gain of 4.3 pe 
area the total was $1.1 billion, 5.6 pct. abov' 

Other business indicators for 1956 also we 
said. Bank debits in 75 banks in 1956 were 98 pet. above 
1955. Non-farm income was up 13.3 pet. 


gures show life insurance sales in 
onsumption increa 


were 1,586 manufacturing @€S- 
total employment of 58,500," 
1957—just 10 years later—there 
an employment of 74,900.” 
on Colorado's 1956 business year 
eves will be topped during 1957. 


9 $2,046,122,000 was @ net of 3.5 Final fi 
12.8 pet. Electric power © 


J by the Bureau of Business Re- 
postoffice receipts, 10.5 pet. 


Colorado were up 
sed 11.6 pct. and 


5 Cents, 


. Houston 


as the third fastest growing 


Denver now ranks 


metropolitan area in America. 
Only Houston, Tex., and San Diego, Calif. — 
boom towns of the Gulf and Pacific coasts — are 
growing at a faster rate than inland Denver. 

The latest data on r explosion 
of growth was made public in a survey by the 
m\ Houston planning director, released here by the 


Denver Chamber of Commerce. 
| The survey showed that Den- 


ver proper now ranks as 
the nation, UP 


° largest city in 
ad e | two places since the 1950 cen- 
sus. 


UP 37.5 PCT 


: e oe . 
ae Within 10 The Houston study of Amer 
; ica’s 2% largest cities showeG 

metropolitan Denver with a 


population of 775,000 on Jan. 1. 
950. Within 


2 
Years Seen" 
the city limits, the survey 
— showed, population had risen to 
B ef een = fe me 512,000 on Jan. 1 for an increase 
aw o produce +’, of 23.1 pet. 


Photo by Stewart's 


idemy Site 


alls around the 


he left of the retaining W 
» ground; to the far right is the athletic field. 
. Cadets will move to site in fall of ‘58. 
census. 
McGraw-Hill Plans 


’ Prosperity oer ee 


sistant secre 
terior; Marling J. Ankeny, 
director of the U. 8S. bureau of 

S. representa- 


,ines, and Uv. 


Hill Publish- 
York has an- 


office in Denver on July 1. 


‘CIRCULATION 


Evening, except Saturday. . . 250,450 
ee ee 
pire Magazine and Comics. 374,159 


AB.C. Publisher's Stet 
March 31, 1957 


Editor and P 
ublisher: PALM 
3 ER 
ae la Notionally by: pce 
LONEY, REGAN & SCHMITT, INC 
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Chicago Tribune. 


in the 

$1.5 BILLION 
TOY 

MARKET 


Barlow Debuts as New Service | beige. Trends’ Bows 
SiMPSON-REILLY, LTD. The Barlow Survey Service, a| 
|/new market research company, has Ot Pi made its first appearance 
opened offices at 510 N. Dearborn| July 1. The tabloid newspaper is 
: St., Chicago. The service is headed | published by Building Trends 
mae) | by Barbara L. Garlough, former| Publishing Co., 19 E. 19th St., 
senior staff research analyst of the|Kansas City, Mo., and is issued 


new quarterly, 


Building 


New York, July 2—Agency men 


'on a controlled basis to 150,000 | were charged last week by food | 
_journeymen and contractors. The |executives with too often treating | |ing the following: 


irate per 2%” line is $2.45. 


Lon King Promoted 


media use flippantly, tossing it off, 


in Life; isn’t that enough?” Food 


| Lon King, assistant vp of Pe-|men countered with: “So is every- 


jters, Griffin, 


Woodward, New| body else.” 
York radio-tv representative, has 


Back in New York after the as- 


|been named to the new post of|sociation’s meeting earlier in the 
|director of the company’s televi- | week, at White Sulphur Springs, 
| sion sales, promotion and research |W. Va., Paul Willis, president of 


departments. 


\‘Trib’ 10¢ to Outlanders 


the Grocery Manufacturers of 
America, said food executives took 
issue with agencies which took 


The New York Herald Tribune | only the “broad canvas” approach 
will advance the price of its daily to media, as opposed to analyzing 
paper from 5¢ to 10¢ a copy beyond |the country on a pinpoint basis. 
100 miles of New York City begin- | The three-day meeting was closed 

es July 2. The Sunday issue will|to the press. 


stay at 25¢. 


Mr. Willis said food executives 


WHEN KANSAS CITY GOES SHOPPING... 


I's aWHBworld 


FOOD s s «# 


More national food product advertising is placed on WHB than on all other local radio stations 
combined. And locally, virtually all major food chains advertise consistently on WHB. 


National drug advertisers and local drug stores spend more money on WHB than 
on all other local radio stations combined. 


AUTOMOTIVE ... 


WHEB carries schedules for every major national automobile advertiser. Local car dealers 


buy more time on WHB than on all other local radio stations combined. 


CIGARETTES... 


Every cigarette brand. buying spot radio in Kansas City in 1956 bought WHB. 8 
, | 


Kansas City home builders put more new-home advertising on WHB than 


any other Kansas City radio station. 


because IT’S A WHB AUDIENCE... 


Whether it be Metro Pulse, Nielsen, Trendex or Hooper— 
whether it be Area Nielsen or Pulse— WHB is the dominant first among every important 
audience-type. That statement embraces the housewife, her husband, their teenagers — 
as well as the farm family. Every survey agrees. Whether it’s audience 
or advertising it’s a WHB world! Talk to Blair or WHB GM George W. Armstrong. 


WHB 10,000 watts on 710 kc. Kansas City, Missouri 


WDGY Minneapolis St. Paul 
WHB Aansas City 
WQAM Miami 


a REPRESENTED BY JOHN BLAIR & CO. 
’ TODAY’S RADIO FOR TODAY’S SERRE TODD STORZ, PRESIDENT 
Berrian <7 <tr). fe : eee «= WV TIX New Orleans 


REPRESENTED BY ADAM YOUNG INC. 


with—“So we're taking five pages | 


Advertising Age, July 8, 1957 


Expect More Marketing Help from 
Agency, Grocery Manufacturers Told 


came up with some pointed recom- 
mendations to agency men, includ- 


e The agency should not only con- 
cern itself with its clients’ sales 
volume, but more with their profit 
and loss statements, 


e The agency should spot and 
analyze changes which affect the 
industry, from mergers among 
chain stores to housing develop- 
ments. 


e Agency men _ should’ expose 
themselves to the reaction of the 
grocery customer and pay more at- 
tention to total marketing, from 
advertising to packaging and dis- 
tribution. 


e More intelligent use of trade pa- 
per advertising should be made. 


e The agency should be ready to 
make recommendations to the cli- 
ent in all areas, whether there is 
commission or not. 


s Mr. Willis said food executives 
feel strongly that more effective 
means must be worked out for dis- 
tributors and wholesalers to take 
advantage of manufacturers’ ad- 
vertising. 

“The lack of liaison between 
promotion and advertising efforts 
gives the distributor no opportuni- 
ty to cash in on the manufacturer’s 
effort,” Mr. Willis said. 

With marketing eclipsing pro- 
duction as the main concern of the 
food industry, chief executives of 
food companies increasingly are 
assuming greater responsibility for 
the marketing function, Mr. Willis 
said. + 


Ohio Law Bans 
Bait Advertising . 


Co.umgpus, O., July 2—A bill to 
outlaw bait advertising was signed 
June 17 by Ohio Gov. C. William 
O'Neill. It will take effect in 90 
days. 

The law provides for fines of 
from $200 to $1,000, 20 days in jail, 
or both, for advertisers who “offer 
for sale any merchandise, com- 
modity or service, as part of a plan 
or scheme with the intent, design, 
or purpose not to sell... at the 
price stated therein” or not to sell 
it at all. 

The medium involved in any 
violation, however, will not be im- 
plicated so long as it acts “in good 
faith, without knowledge of [the 
advertising’s] false, deceptive or 
misleading character.” # 


Gardner, M&T Merge 

Martin & Tuttle, Seattle, and the 
G. W. Gardner agency of Tacoma 
have merged and will maintain of- 
fices in both cities. The new agen- 
cy, known as Martin, Gardner & 
Tuttle, will have billings of nearly 
$1,000,000. Officers of the new 
|jcompany are William Martin, 
Blanche Tuttle and Malcom Tel- 
fer, who have been with Martin & 
Tuttle since its inception 14 years 
ago, and George Gardner, who 
owned the Gardner agency. 


Quill Joins Stanfield 

Berkeley C. Quill has been ap- 
pointed director of radio-tv pro- 
duction of Harold F. Stanfield Ltd., 
Montreal. He joined Stanfield four 
years ago as copy chief. 


Barnett Named at Pitt 

Henry Barnett has been appoint- 
ed general sales manager of Fort 
Pitt Brewing Co., Pittsburgh. He 
was formerly district sales man- 


ager of Pittsburgh Brewing Co. 
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Some advertising continues 


to be fine-tooth combed 
right up to the time 

the public sees rt. It often 
makes quite a difference 


in the end results. 


YOUNG & RUBICAM, INC. 


Advertising + NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO + LOS ANGELES + HOLLYWOOD + MONTREAL + TORONTO + MEXICO CITY + SAN JUAN + LONDON 
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Judson Joins Hicks & Greist 
Horace Judson, who recently 
operated his own industrial 
vertising agency in Bergen Coun- 
a » 


|WTCN Appoints Cosgrove 


ty, has joined the copy grove replaces William E. Daley, 
staff of Hicks & Greist, New)|who will take over as local sales 
York. manager for WTCN-TV. 


“| SELL CONNECTORS TO THE OEM” 
Alan E. Aune, one Sales Manager 
OMATON DIV., BURNDY CORPORATION 


“We sell connectors, terminals, splices, 
lugs, cable hangers, and many OEM 
connecting devices.” 


“In the electrical field, the Purchasing Agent is a highly 
technical, engineering-minded discriminating buyer.” 


“We make it a point to sell hard to the Purchasing Agent. 
That's why I'm glad Burndy advertises in PUR ING 
NEWS.” 


Jack Cosgrove has been pro-| 
ad- | moted to sales manager of WTCN, | 
Minneapolis radio station. Mr. Cos- | 


| Newspaper Advertising Linage 
May, 1957 


Media Records Reports for 52 Cities 
May May Per Cent Janvary-May Per Cent 
Classification 1957 1956 Change 1957 1956 Change 
Retail (Total)* ...... 141,667,608 140,125,012 +1.1 621,021,010 629,248,736 —1.3 
(Dept. Stores) .. 52,489,410 50,849,471 +3.2 229,332,150 229,396,732 —0.0 
WII Semalitiiancsecs 37,609,437 40,952,189 —8.2 164,925,107 176,526,164 —6.6 
Automotive .......... 18,263,829 17,087,532 +69 76,461,313 76,826,492 —0.5 
ee 3,563,955 3,657,319 —2.6 20,772,462 19,508,811 +6.5 
Total Display ........ 201,104,829 201,822,052 —0.4 883,179,892 902,110,203 —2.1 
| Classified .............. 64,494,303 66,663,793 —3.3 294,903,390 309,158,087 —4.6 


“Includes department stores. 


Total Advertising 265,599,132 268,485,845 —1.1 1,178,083,282 1,211,268,290 —2.7 


‘Popular Science’ Offers 
Media Analysis Film 

Popular Science Monthly, New | 
York, has developed a film, “Model 
Year °58,” which analyzes media | 
for the automotive industry. The 
magazine says its film is a study 
of how the automotive advertiser 


duplicated male readers and obtain 
a more efficient expenditure of ad- 


| vertising dollars. 
The film is available from Bill 
| Balgley, Popular Science Monthly, 
| 353 Fourth Ave., New York, N.Y. 


|Love Joins Reliance 


| Daniel Love, formerly with Park 
& Tilford Distillers Corp., New 


department of Reliance Mfg. Co., 
New York. 


TOLEDO | 
is the key 
to the sea 


Toledo is the natural western terminus 


y i 


of the St. Lawrence Seaway. Average 
open season for the Port of Toledo is 10 
months—47 days longer than any other 
Lake Erie port. Ninth largest port in the 
U. S. today, Toledo is already the center of 
Ohio’s third market with $1,996,423,000 
net effective buying power.* What will 
it be when the St. Lawrence Seaway is 
completed? Keep your sights trained on 
Toledo, the key to the sea. 


PORT BRIEFS 


from the 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


According to a Blade article, Dr. J. R. 
Hay, State Director of Agriculture, said 
Toledo has done more to get ready for 
the Seawoy than any other city in 
Northern Ohio. Speaking before the 
Northwestern Ohio Newspaper Associ- 
ation, Dr. Hay expressed the view that 
Toledo is ahead of other cities because 
its Port Authority is functioning, negotia- 
tions are underway to purchase land for 
port facilities and civic groups ore work- 
ing to promote Toledo as a Seaway port, 


Captain Johann Kvam, Skipper of the 
MS Ternefjell, received the glass “Key to 
the City” in recognition of the first ocean 
freighter to visit Toledo as part of regu- 
larly scheduled service. The Ternefijell 
inaugurated the Fiell-Oranje Line's plan 
to have vessels call at the Port of Toledo 
every ten days. Captain Kvam's vessel 
took aboard 275 tons of Jeeps bound for 
Rotterdam, 25 tons of hides for Hamburg, 
20 tons of scales for LeHavre and three 
tons of auto mufflers and tail pipes for 
Rotterdam. 


260,000 pounds of leaf tobacco from 
Kentucky was taken aboard the Cleo- 
patra of the Hamburg-Chicago Line at 
Toledo recently for shipment to a broker 
in Hamburg who heretofore has received 
oll — from east coast ports. (See 


TOLEDO BLADE 


are the key f 
great and growing market on the 
St. Lawrence Seaway 


to this 


and TIMES. 


TOLEDO’S NEWSPAPERS 


The rich 14-county Toledo market is ranked third in Ohio (after only 
Cleveland and Cincinnati) with net effective buying income of 
. $1,996,423,000. With farm sales of $212,584,829 the Toledo market is 
first in Ohio. The Toledo BLADE and TIMES penetrate this market 
in depth with 90% daily city zone coverage, 80% Sunday--59% daily 
trading zone coverage, 54% Sunday. To open the door to this big, grow- 
ing, industrial-agricultural market you must use the proper key—the 


TOLEDO BLADE Daily and Sumdoy. TOLEDO TIMES Moving 


REPRESENTED 8 Y MOLONEY, 


*Sales Management Survey of Buying Power, May 10, 1957. 
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Primrose, Flattery, 
Woolworth Settle 
| Trademark Litigation 


New York, July 3—The in- 
junction action over use of the 
trademark Primrose, brought by 
Primrose Foundations against 
F. W. Woolworth Co. and Figure 
Flattery Brassiere Co., has been 
discontinued in supreme court 
(AA, April 15, 29). According to a 
stipulation in stopping action, 
Primrose Foundations retains its 
|rights to the Primrose trademark 
for foundation garments § and 
agrees to the dismissal of the action 
with prejudice and without costs 
to any of the parties. 

Provision is made for Woolworth 
|to dispose of its present stock of 
|foundation garments and bras- 
sieres bearing the Primrose name, 
|although the company is not per- 


can obtain a great number of un-| York, has joined the advertising | mitted to advertise the Primrose 


name for brassieres. 


® Woolworth is given the right to 
use the name Primstyle for bras- 
sieres or other merchandise. It 
may use the name Primrose for 
all items of merchandise except 
foundation garments. 

Figure Flattery has agreed, un- 
der the stipulation, not to affix the 
Primrose label to brassieres or 
foundation garments after July 9. 
It is permitted to exhaust “its 
present small stock of such labels.” 

It is also noted that the defend- 
ants did not admit any wrong- 
doing by entering into the stipula- 
tion. = 


Dale Carnegie 
Sets 3-Media Push 


New York, July 3—Dale Car- 
| negie Courses Inc. will kick off its 
new fall advertising campaign with 
ja two-thirds page ad in the Aug. 26 
|issue of Time. 

In addition to six 
| Time, the school will use a page 
jad in This Week Magazine and 

independent Sunday newspaper 
supplements or 600-line r.o.p. color 
ads in newspapers in 62 markets. 
| The national campaign will be 
|supported by local advertising by 
| more than 100 sponsors of Carnegie 
courses in the various markets. 
Cunningham & Walsh, Chicago, is 
|the agency. + 


insertions in 


| Jacob Ruppert Sets 90th 
Anniversary Supplement 

A special 12-page supplement to 
commemorate the 90th anniversary 
of Jacob Ruppert, New York brew- 
er, will be run in the Aug. 4 issue 
of the New York Journal-Ameri- 
can. About 30% of the supplement 
will be editorial material high- 
lighting the history of the brewery 
| and city during the past 90 years; 
70% will be devoted to advertising 
by about 20 suppliers of the brew- 
ery. 

Advertising is being handled by 
|the newspaper. Warwick & Legler 
is handling the Ruppert material 
| in the supplement. 


| 


Sweeney Succeeds Margules 

| Earl J. Sweeney, formerly as- 
sistant to the director of advertis- 
jing of Western Union Telegraph 
Co., New York, has been named 
advertising manager, succeeding 
| Seymour Margules, who has been 
promoted to assistant vp of adver- 
| tising and sales promotion (AA, 
May 6). Alfred B. Rosman, for- 
| merly advertising manager of Ota- 
}rion Inc., has joined Western Un- 
ion as sales promotion manager. 


Metro's Chaffee Retires 

Frank Chaffee, on the sales staff 
of the Metro Sunday Comics Net- 
| work, Chicago, will retire July 31 
|and move to Vero Beach, Fla. 
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Voluntary newsstand purchases have always been the true 
yardstick for measuring a magazine’s readership vitality. Over 
90% of TRUE CONFESSIONS circulation is in such sales. 
This fact—coupled with its low cost per thousand—makes 
TRUE CONFESSIONS a standout buy to reach 
unduplicated, young, married women. 


With 1,300,000 circulation guaranteed, TRUE CONFESSIONS 
continues to deliver a bonus! 


Look into it and let us give you all the facts and figures! 


Ve Gulu to ™\ 


uP 
IN oe 
THE : 
BIG «6s sa 


: 10 ; : TOTAL NEWSSTAND SALES 

a ; 1. Confidential . . . . . . 3,269,954 
= among all ks 4 2.1 Guide»... . 3,051,812 
4 magazines in . ‘ 3. Reader’s Digest (Am. Ed.) . 1,844,877 
5 NEWSSTAND q 4. Ladies’ Home Journal . . 1,703,618 


SALES q 5. McCall’s ...... . 1,513,630 
a 


6. True Story... . . . . 1,454,122 
4 7. Saturday Evening Post . . 1,441,193 
“& malig: ; y 8. Better Homes & Gardens . 1,379,424 

os me 9. TRUE CONFESSIONS . . . 1,245,487 
— 10. Coronet... . . . . . 1,124,498 


Source: Publishers’ Statements to A.B. C. 


AMe, Young ltmtn fr 


onfessions 


A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 
CHICAGO + DETROIT « LOS ANGELES « MIAMI + SAN FRANCISCO 


¢- 4 atthe = 
Part 4 ee 


cad fae 


‘AN Sa - Boal. ih ee Bh A Re ae ee ge 8, ae ec Mee der ees OF we, ene wae STN ce Palen talar aes, ie fae io renee Semen e ae TR ES = INS aN TE lace icles Bela Se A) a eS 
Se ee ee ee eet ne en a ee i ee epee ence 
abe. Bases | (oh eee ; oe li iy ve b Pras. See ae Ag te da Beis a a e meee as a, eh - ae ar A : ie pera oF eS ae fa at 
§ A 5 Bie Soe eed = ee Re Ses ‘! a ee Di SSM oe ee ae Peet “ss Ne a: i‘ ss i : a > laa bs seed I My gh ee ie SR te FS ce ene 
eersg fo al ee ee. ai eae A La ai cs Bee OE a Pe ewer ae 
ee, ave tn oes : = 3 cate Pueeeiee aye! eS SS ny a aia ‘gh Me a ios ole aN, Bs rie Sage + > LR RR ee ier cai cat acer : We We Ba Cee ee ae eee - a 
"Sie Bene Press: a ee: aos ae i i i Ree | ee eae a RE ae gee 9 ae “ Seis Gak ee ca as; tage < aE ee op ee 
ei = atl oe Bg a EET : eee ee oe ie seta i ae g ree - ie ee ye fet = ae Jee wee a egies : Sin eee : 
ba re. aah i : “ili eee eee. ; ; aa eres Be ac | a sh i oe ss i oe 
eo i, . £ : 
a 
\ 
: 
' 
| 
' ¥ 5) yA oa 
t - ee > ele : 
j ee , pm é 7 
' i bt : : : ul 
j : : ‘ 
t s a 
« ; , ; 
f <m , és 
” ‘ 
i 5; : 
j Z f, y 
Se é j ° 
| . 
' , : ‘ 
I s ¢ ~ | 
' * 
». Ts # 
} y Z 
: - 5 
| 4 2 . a 
| 7 ; : 
: ") 
: ; 
| fi ie 9 
: x 
aie ¢ 
> 
( Ong 
Sig, i } 
} hs 
Is. 
| A 
; os / 
ee 
"It fa, 
o& Sep, , 
| -_ 
: one MS Re, 
' —— 
| . 
: 
| Ee it 
i 
i 3 
‘| ee 
} 
t 
| 
z 
isk 
pea mace  c) ete Sas eo a a PA rae ij Rp : ee ee ee eee a ae Pee en | ee ee eee eet | oe ae -. hey a iy 
me A ee ioe ee 0 ee ‘ : Fi. eee ee ; ei ee i r SF ere: Se oes: a ee 3 A oe Ne Raa 
Oe alae d ee ee a 3 ine A ange ro, aa aS) eed ae ag ge, we: se | ba bi) and Sel ee a ee : fet C= Vitae 
aie : Be we at Cone , mar : ‘ : pat ; a wy si ei k eg eee es ; ig bg et ta ee Se oe ee) pet: Repeal iy eck pare ase 1 oe heel, j 
Po ee ce Peer g gt Ge Neh fas eres Lk ré Fa i SS gO a ide = te iain a ee Reh —— hilt annie sag Sawer ee eee ee 


56 Advertising Age, July 8, 1957 
New England NIAA Elects 


. ! ag * a ae ee os - «tl : ; C. Lincoln Ryther, Lewis Shep- 
IN LOS ANGELES THEY SAY ff a, a * A . ¥ ard Products Co., has been elected 
q ly Ctnj pa “ president of the eastern New Eng- 

; at : : -. oh » Oi ; land chapter of the National In- 
‘TIMES, FIRST OF ALL . Pd *) Seems | dustrial Advertisers Assn. Other 

‘ ; : . » 4 . officers elected are John A. Hor- 

ton, Horton, Church & Goff, vp; 

Stanley R. Tippett, Tippett & Co., 
secretary, and George F. McRob- 


erts, Whitin Machine Works, treas- 
urer. 


Fawcett Gets Nod 
The Honolulu Gas Co. has 
named Vance Fawcett Associates, 
Honolulu, its advertising and pub- 
J. C. Doherty J. P. S. Doherty McLaughlin O’Brien lic relations agency. Woodrum, 
PLAYTIME—Foursome attending summer meeting of New England (Carney & Staff was the former 
Newspaper Advertising Executives Assn. at Chatham Bars Inn, | #8°MCcy- 
Cape Cod, gets ready for a round. Included are John P. S. Doherty, @ 
advertising director of the Eagle-Tribune, Lawrence, Mass., and 7 
his son, John C.; George McLaughlin, advertising director of the Marie does it 
Gazette, Haverhill, Mass.; and Leo O’Brien of the Quincy Patriot- FASTER 
eee 
complete mailings, multi- 


Ledger. 
] h . h- 
Liquor Ads Sell wey Boosts Two fig. addressing, Allin oa 


James Cope, formerly vp, pub- multigraphed letters, 


‘Brands, Don’t Create ic relations, has been named vp, planographing, 
| e 


lcorporate market planning, of Marie keeps your Mail- 


Drinkers, Says Mills Chrysler Corp., Detroit, and Jo- ing List up-to-date, frees you 
| 


from detail work. For rush pick-up, 


seph E. Consolmagno, formerly uick service and fast delivery 
Nortu Conway, N. H., July 2—)|manager of branch and divisional ALL WAbash 2-8655. 
|Newspaper advertising of liquor | public relations offices, has been | Lelie 
does not increase the over-all con-| named manager of Chrysler’s pub-| The fd 
sumption of alcohol in New Hamp- lic relations services. | 431.S. Dearborn Street, Chicago 5, Ill. 
shire; it merely benefits brand acta = 


s | preference. 
| This was the stand taken by J. 


* / Donovan Mills, national advertis- | P “ 
Department am ing manager of the Manchester ° ° 
nas Union Leader, at the North Con- 
sae way Institute on Alcoholism, which | Vn 


ae (has just concluded five days of 
Stores Ri discussion. New Hampshire is a 
> monopoly state, with state-operat- | ~ 
Ri. ed package stores and pre-censor- | 
sis ship of liquor advertising by the} 
place 54. 1% i, state liquor commission. 
: | Mr. Mills offered a statement in 
od rebuttal to the stand of the Meth- 
of ALL their has odist Board of games which 
“We 


has declared: denounce the 
continued invasion of the Ameri- 
can home by liquor advertisers 
who seek to indoctrinate even our 
children in the use of alcoholic 
beverages, through magazines, 
newspapers, radio, television and 


Los Angeles’ § 
@ a ae 
metro pol itan me ie. ‘Seite ont the Union Leader 


feels “that the benefits derived 

By. from liquor advertising in our 

newspaper newspaper on the part of the dis- 
oa tiller are restricted to brand pre- 

; ference. We feel this is true of 
99.9% of all advertising we carry 


advertising eh on this product.” 
o a ® He urged the conference, “If 
: y j 2d, . 
in The Times gl a ead Mom 


ing in any way increases the over- 


the first 
Special issue 
ever published 
by 


a all consumption, we would appre- 
(The Times ranks first in 94 of ic ciate having this information.” 

° ‘ ° Mr. Mills pointed out that liquor 

114 Media Records classifications.) advertising is pre-censored by the 

state liquor commission and that 


PARENTS’ 
MAGAZINE! 

“it is merely an advertisement of 
Wile ge 2 4 pa ak Ms \, Sees the manufacturer’s trademark . . .| 


it is virtually like a rider on a| More than 40,000 Extra Circulation. copi-. of this issue 


ge pe A A for the ser will be sent to Home Economics Supervisors and Teachers, Leaders of 
a ere is j é , ’ . = oe se . 
nd that is all there is to it, and! women’s Clubs, Parent-Teacher Associations and Child Study Groups; 
sometimes he doesn’t even get a 


OCTOBER 1957 


Obstetricians and Pediatricians; School Superintendents; Home Demon- 


Nobody scrutinizes advertising results = fy tg ee of | stration Agents; Newspaper Editors, Writers and Columnists; Women 

as sharply as department stores. In alcohol education for the state,| Radio and TV Commentators. 
. 3 said, “Advertising people should - Z i 

Los Angeles their newspaper findings not be made scapegoats. People| Nationwide Publicity!...:rie dramatic, timely importance of this 

are quickly told: The Times publishes ee  potweng ge dean special issue will be powerfully publicized across the nation in newspapers, 

more of their linage than all other have to be told to drink by ad- TV, radio, and in special publications of educational and civic groups. 

° vertising.” + “ 

local aowapapers combined. Longer Life! .. Because of the vital editorial theme of this issue— 

| ‘Miss’ Accepts Ads | Preparing Today's Children for Tomorrow's World—this special October 

L oO S A N G EL E S Pines Publications, New York,| issue will be kept longer, reread more than any other issue ever published ! 


will accept advertising beginning 


with the November issue for Miss,| [e Your brand message belongs in 

new fashion and beauty magazine on em 1,775,000 PARENTS’ MAGAZINE'S October issue. 
for teen-age girls. The first edition SE Se Sere 108 ee Reserve space NOW! 

| of the quarterly, set to appear in CHILDREN IM PARENTS’ MAGAZINE FAMILIES CLOSING DATES—Four colors: 

| August, will carry no advertising. 3,775,000 Space orders and plates due July 19th 


The company announced an initial) f MONTWLY READERSHIP Black & white, and two colors: 
Represented by Cresmer & Woodward guarantee for the rotogravure 6,000,000 Space orders and plates due July 26th 
New York, Chicago, Atlanta, San Francisco, Detroit magazine of 250,000. The b&w page PARENTS’ MAGAZINE, 52 Vanderbilt Ave., New York 17 


rate is $875. 
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* To Circulation Managers and Key Assistants! Come to the Second Annual 2-Day 


Circulation Seminar for All Business Publications 


Get the answers to your Circulation Pro- gg==== 
motion and Fulfillment Problems HERE )) ia 


AUGUST 15 & 16 IN CHICAGO e 
At the famous air-conditioned Edgewater Beach Hotel 


Every important subject will be covered in detail by Circulation Experts who have 
successfully solved the same problems that confront you! 


Practical Help to Solve YOUR Problems of PROMOTION... 


How to use letter writing techniques that have proved most profitable. 
e How properly to test circulation promotion—copy, offers, lists, etc. 


How to plan your direct mail for most economical production—covers all phases 
and cost-cutting procedures in purchasing mailing components. 


How to build and maintain your prospect lists—Best sources to use. 

When and how to use art, cartoons, and personalization in direct mail. 

How to use premiums and reprints profitably—“Dos” and “Don’ts” for you. 
What makes renewal letters successful—What ingredients make them “tick.” 


How to make order cards, reply envelopes, inserts, questionnaires and mainte- 
nance letters to readers work best for you as sales tools. 


How to use fieldmen, telephone, and convention promotion to advantage. 
e How to expand the Circulation Manager’s opportunities and potential. 


Practical Help to Solve YOUR Problems of FULFILLMENT... 


e How to expedite processing of 2nd and 3rd class mail—Postal regulations govern- 
ing publishers—Most recent changes that affect your operations. 


e Efficient fulfillment procedures for paid and controlled circulations. 


e A study of rules, basic records, and requirements of the Audit Bureau of Circula- 
tions and the Business Publications Audit of Circulations. 


What it costs to “fulfill” a subscription—analysis of the economics. 

The Woman’s place, problems, and potential in the Circulation Department. 
How to put over your ideas and get cooperation from your personnel. 
Correct ways of keeping your circulation files—what NOT to keep. 

How to turn complaints and inquiries into good will and extra orders. 


The role of the Circulation Department in the overall publishing organization— 
what its relations with other departments should be. 


PLUS —CONSULTATION CENTERS OF INFORMATION—Open All Day BOTH 
Days. Your Chance to Get Individual Help and Advice from the Experts on Any Phase 
of Circulation. 


CENTER +1—The Audit Bureau of Circulations . . . Your questions on A.B.C. 
matters answered by staff members from Chicago headquarters. 


CENTER + 2—Business Publications Audit of Circulations . . . Your questions 
about B.P.A. matters answered by qualified staff members. 


CENTER + 3—United States Post Office—Help with your problems with 1st, 2nd, 
or 3rd class mail will be given by men knowing postal regulations. 


CENTER + 4—Chicago Circulation Round Table—Advice on your individual cir- 
culation problems given in consultation with qualified members. 


PLUS —A Gallery of time-tested new and renewal promotion that gets results! 


PLUS— DISPLAYS OF NEW SUPPLIES AND AUTOMATIC EQUIP- 
MENT—Demonstrations of popular subscription fulfillment systems .. . ex- 
hibits of other equinment and specialized circulation supplies—all day BOTH 
days! Advance exhibit reservations up to press time have been made by lead- 
ing companies—notably 
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Co-sponsored by... 


Advertising Publications, Inc. 
Advertising Age, Industrial Marketing and Advertising 
Requirements 

The Chicago Business Publications Association 

The Chicago Circulation Round Table 

The Mail Advertising Club of Chicago 


With These Cooperating Organizations 


Associated Business Publications 

Audit Bureau of Circulations 

Business Publications Audit of Circulations 
Circulation Management Magazine 

Direct Mail Advertising Association, Inc. 
National Business Publications, Inc. 

National Circulation Round Table 
Subscription Fulfillment Managers Association 


Outstanding Luncheon Speakers — 


* THURSDAY—Edwin A. Riley, from Post Office Depart- 
ment, Washington, D. C. 
Director, Div. of Mail Classification, Bureau of Post Office 
Operations. 


Recent Changes in Postal Regulations. 
* FRIDAY—Dr. Arthur E. Hoover 
Psychological Consultant to Management, Chicago. 
The Psychological Factors In Circulation. 


W@ Non-Profit Rate Is So Low—Come With Your Staff! 


You invest only $20 per person for TWO full days ($25 after 
July 31). Includes all workshop sessions—individual consulta- 
tion—gallery of promotion—displays of newest supplies and 
automation in equipment—PLUS two tasty Polynesian Village 
luncheons and two famous speakers. Please reserve tickets 
promptly. Reply on the form below while you think of it. 


Combine Business With Vacation-Pleasure 
This Ideal Way AUG. 15-16 in Chicago! 


ADDRESSOGRAPH-MULTIGRAPH e AUTOMATIC ADDRESSING CO. 
ELLIOTT ADDRESSING e GAW-O’HARA ENVELOPE CO. e LBM. 
REMINGTON-RAND e REPLY-O PRODUCTS ¢ SCRIPTOMATIC 


WESTERN UNION ... and others! 


First Seminar Was Such A Hit, They Voted To Hold It Annually! 


Circulation executives from 143 companies with 443 business publications flocked 
to last vear’s seminar. New material and expanded 1957 sessions will pack a gold- 
mine of facts into TWO busy davs. Be there yourself—with vour staff—take back 
vroven ideas and tested methods getting best results for business publications. 
Reserve tickets early! Return form at right to save money and get final program. 


SEND YOUR RESERVATIONS TODAY — 


CIRCULATION SEMINAR FOR BUSINESS PUBLICATIONS 
469 East Ohio Street, Room 500 
CHICAGO 11, ILLINOIS (Phone Superior 7-1856) 


Please reserve ___________ tickets for the Second Annual Two-Day 
CIRCULATION SEMINAR FOR BUSINESS PUBLICATIONS August 
15 and 16 at Edgewater Beach Hotel, Chicago. 


I enclose a check or money order at $20 per person ($25 after July 31) 
and a list of those coming. Total $ a . (Covers all sessions, 
consultation, promotion gallery, products on display, and two Poly- 
nesian Village luncheons.) 


(Please Print) 
My Name Title 


Company 
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Donahue & Coe Names Two 
Richard M. McConnell has been 
appointed a copywriter and David 
T. Golden has been named to the 
art staff of Donahue & Co., Chicago. 
Mr. McConnell was formerly a vp 
and copy chief of Vaughn, Thain & 
Spencer, Chicago. Mr. Golden pre- 


viously was an assistant art direc- 
tor of Toni Co. 


AlcoaRepeats 
Localized Push 
in Houston | 


Bloch Moves Offices 

H. George Bloch Advertising Co., 
St. Louis, has moved into new of- 
fices at 111 S. Meramac, in Clay- | 
ton, a St. Louis suburb. 


(Continued from Page 3) 


The £1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


TWO Separate Newspapers - 33‘ Line BUYS BOTH! 


|the gown and answered questions, 
| while being stared at, at grocery 
markets around the city. 

Four girls in other costumes of 
aluminum thread—a bathing suit, 
cocktail dress, daytime dress and 
$155,514,000 a ball gown—spent an hour or 
more in each of many supermar- 
Two separate newspapers cover Hi} | ets around the city extolling the 

versatility and usefulness of alum- 
at one low cost. inum products. 

Special displays of Alcoa Wrap 
were set up in many supermarkets 
here. Teaser stories and pictures 
ran in the Chronicle, describing the 
uses of aluminum—some of them 
local—such as the two aluminum- 
| faced skyscrapers built here in the 


FOOD SALES 


24 counties of West Texas 
and New Mexico 


El Paso Herald-Post 


A Scripps-Howard Newspaper 


Evening 


The store displays and the mod- 
els were arranged by Alcoa and its 
local distributor, C. E. Newton 
Sales Co. The advertising was han- 


|past two years. dled by Ketchum, McLeod & 


Top-drawer advertisers buy 


WGN-radio in Chicago 


You’re in good company when you join the nation’s smartest 
time-buyers who confidently select WGN to sell millions of 
dollars worth of goods for top-drawer clients. 


1957 promises exciting new programming to make WGN’s 
policy of high quality at low cost even more attractive to you. 


Advertising Age, July 8, 1957 


DRESSED UP—These girls, wearing outfits made of aluminum thread, 
circulated in Houston supermarkets during Alcoa’s promotion. 


Grove. 


s Houston is the second city to 
receive the local treatment from 
Alcoa for its aluminum wrap. Just 
three months ago, Alcoa ran a 
similar promotion in Milwaukee, 
and ran a similar Aluminum foil 
ad in the Milwaukee Sentinel (AA, 
April 1.) Seven other cities will 
get the same promotion, AA was 
told. 

A survey disclosed that the Mil- 
waukee drive resulted in an initial 
increase of 800% to 900% of Alcoa 
Wrap as compared with pre-pro- 
motion figures, the company re- 
ports. During the second week, 
jsales were 690% higher. After 30 
|days, sales were still 300% above 
| the pre-promotion level, and after 
another 30 days were still 250% 
jahead. 


‘Playboy’ Shows 
‘56 Profit Despite 
Ad Promotion Loss 


Cuicaco, July 3—Playboy spent 
$376,655 to promote advertis- 
ing sales during 1956, the year in 
which the magazine made its first 
concerted effort to get national ad- 
|vertisers. It netted $130,826 in 
sales during that time, accounting 
for an operating loss of $245,829. 
| However, profits from newsstand 
and subscription sales plus sales 
from by-products were high 
enough to give the magazine a net 
profit before taxes of $169,982. 


® This data is contained in a pub- 

lic statement of income for 1956 

released today by Hugh M. Hefner, 
| editor and publisher of Playboy. 

Playboy’s total paid ABC aver- 
|age circulation during the last six 
months of 1956 was 796,965, ac- 
cording to Mr. Hefner. 

Net newsstand sales were 
540,589. Direct cost for news- 
stand sales was $1,931,473, leav- 
ing an operating profit of $609,116. 
|Net subscription sales were $301,- 
267; cost was $252,097, leaving an 
operating profit of $49,170. Net 
sales from “by-products” was $64,- 
812; direct cost, $44,131, and oper- 
ating profit, $20,681. = 


$2,- 


Wallace Names Genth 

Wallace Products Inc., Phila- 
|delphia manufacturer of folding 
chairs and tables, aluminum awn- 
ings and screen houses, has named 
Herman W. Genth Advertising, 
Philadelphia, as its agency. The 
account was formerly handled by 
Advertising Associates of Phila- 
| delphia. 


Broadcasters Assn. Elects 

Roy E. Morgan, WILK, has been 
elected president of the Pennsyl- 
vania Assn. of Broadcasters for 
the year 1957-58. Other officers 
elected are George Koehler, WFIL, 
Ist vp; Cecil Woodland, WEJL, 
|2nd vp; Milton Bergstein, WMAJ, 
secretary, and Tom Metzger, 
| WMRF, treasurer. 
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~ FORTUNE advertisers 


- to themselves that their advertising in FORTUNE 


_ Why don’t you phone today! 
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First—Seagram-Distillers Co.’s first outdoor cut-out display, accord- 
ing to General Outdoor Advertising Co., has been erected in Chi- 
cago. A. Asch Inc., New York outdoor-only agency, which handles 
several of Seagram’s products on a national scale, is the agency. 
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Anderson Play Mayham Jantzen Beach Fortle 

EXECUTIVES PLUS—Blonde, redhead and brunette mod- exec vp, Toilet Goods Assn., discussed cosmetic ad- 
els Norma Play, Maureen Jantzen and Joan Fortle  vertising. Also pictured are Paul G. Beach, Union 
displayed proper makeup at an Advertising Club of Pacific Railroad, adclub president, and Doug Ander- 
Los Angeles meeting while Stephen L. Mayham, son, Anderson-McConnell, meeting chairman. Carter Luedtke Hoefer 


NEW AAW OFFICERS—Wearing the traditional Hawaiian leis—and nice 
suntans—are John Hoefer, Hoefer, Dieterich & Brown, San Fran- 
cisco, newly elected president of the Advertising Assn. of the West, 
and Nels Carter, Foote, Cone & Belding, Los Angeles, new senior vp 
of AAW. They flank orchid-wearing Billye Luedtke, Billye’s, Stock- 
ton, who was elected vp-at-large at the association’s 54th annual 
convention in Hawaii. Also elected, but not shown here, were Rich- 
ard Ryan, Station KLOK, San Jose, secretary, and Don Ostensoe, 
First National Bank, Portland, treasurer. 


WITH FLAIR—When 
delegates to the 
Advertising Assn. 
of the West ar- 
rived at the Hon- 
olulu airport for 
their convention, 
J. Neil Reagan, 
vp, McCann- 
Erickson, Los 
Angeles, donned 
the robes of Ha- 
waiian royalty to 
greet them. With 
him is Margar- 
et Brumaghim of 
Hawaiian Air- 
lines. 


Dorian Baum Boone Falkenhainer Cantz Christopher Lindersmith 
Lansdale Speer Eckhoff 

ELECTEDO—Holding their first meeting as officers and Baum; Bob Boone, Van Der Boom, Hunt & McNaugh- 
directors of the Western States Advertising Agencies ton; Carl Falkenhainer, Carl Falkenhainer Advertis- 
Assn. are James Speer, Speer Advertising, presi- ing; Marvin Cantz, Tilds & Cantz Advertising; James 
dent; Irving Eckhoff, Roche-Eckhoff & Lee, Ist vp; Christopher, Christopher Advertising, and Harry 
Phil Lansdale, Edward Kellogg Co., secretary-treas- Lindersmith, legal counsel. Not present was Henry 
urer; directors Al Dorian; Macy Baum, Paul & Hinke, Stromberger, LaVene, McKenzie, 2nd vp. 
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Baker and Friends Smith Oppenheim Van Sant McAndrews Ostensoe Talbot O’Brien 
WORK AND PLAY—The Vancouver contingent on the left came to the Advertising Assn. vertising media were discussed by a panel which included Hugh Smith of Outdoor Ad- 
of the West convention in Hawaii equipped with banners, hats for other delegates, and _ vertising Inc., Allan Oppenheim of Western Advertising, L. S. Van Sant, Bureau of Ad- 
a host of promotional material, all designed to coax AAW members to Vancouver for  vertising, and Robert McAndrews of Station KBIG. It was funtime again when Don 
next year’s convention. Seated in the foreground is trumpet-playing Frank Baker, head Ostensoe of Portland, Tiny “Rickshaw” Talbot of Spokane, Bob O’Brien of Sacramento 
of the Advertising & Sales Bureau of Vancouver. New developments in various ad- and other adclubbers donned Chinese garb for a big parade, Hawaiian style. 
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12,000,000 Families will enjoy 


THE GREAT HITCHCOCK MURDER MYSTERY 


...a photo mystery written, produced 
and directed by the great master 
of suspense Alfred Hitchcock 


’ in the August 4th issue of 


Your advertising will be read by more people in 


Maxwell Copian 
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Management Group Finds Companies’ 
Median Marketing Expense Is 10% of Sales 


(Continued from Page 2) 
selling costs gobble 72% of the 
total marketing budget; advertis- 
ing and promotion 18%. 

The AMA said half of the com- 
panies reported allocations for 
market research. These averaged 
between 1% and 3% of total mar- 
keting expenditures, but in a few 
cases the amount went to 10% or 
12%. 

Marketing expenditure, the) 
study disclosed, is a fairly flexible 
phrase, and there was little agree- 
ment among the respondents on 
what costs should be classified un- 
der that heading. Nine out of ten 
companies charged all or part of 
sales force recruiting costs to mar- 
keting. 

Fringe benefits to the marketing 
employes are included by more 
than eight out of ten companies. 
Clerical order processing is car- 
ried as a marketing cost by four 
out of five companies. 

Most industrial companies in- 
clude at least part of the cost of 
product development. Most con- 
sumer goods makers carry package 
design as a selling cost. Most con- 
sider public relations costs to be 
partly or wholly attributable to 
marketing. 


® The survey also found more 
than half of the companies to be 
studying possibilities of increasing 
profits through new or improved 
marketing methods. Many are 
analyzing market areas to deter-| 
mine which sales territories are 
the most promising. Nearly half are| 
studying the profit potential of| 
alternative channels of distribu-| 
tion. Some are examining the prof- | 
its yielded by particular customers | 
or types of customers. 


® More than half of the companies | 
attempt to measure the perform- 
ance of advertising media. This 
is done usually by counting cou- 
pons or inquiries or sales traceable 
to particular ads. Many use read- 
ership tests or similar surveys to 
measure the attention their ads 
get. 

No company claimed to have a 
method for finding the answer to 
what a particular ad did for sales. | 
Fewer than one-third of the com- 
panies surveyed try to measure the 
effectiveness of an advertising 
appeal, and few pre-test an appeal. 


What’s A 
Modular Exhibit? 


. +. and how do you use them suc- 
cessfully? Turn to the July issue of 
ADVERTISING REQUIREMENTS 
for the answers! Russ Mathews, 
manager of Bakelite’s Publicity & 
Presentation Section, tells how his 
company has designed exhibit ele- 
ments that can be combined in in- 
numerable ways to obtain effective 
displays to meet varying require- 
ments—at a minimum of expense. 

Some of their units, built almost 
twenty years ago, are still in use! 

The article, “How Bakelite Uses 
Modular Exhibits,” is typical of 
many you'll find in each month’s 
issue of AR—covering every phase 
of advertising production, promo- 
tion and merchandising. 

AR covers everything an adman 
must do except buy time or space. 
Play safe—try a year’s (12 issues) 
service. Clip this ad, attach $3 to 
your letterhead—and mail today. 

You'll be glad you did—or your 
money back—in full! 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


The AMA said fewer than 25% 
attempt any check on how a 


|change in a product or package 


affects sales. Companies that do 
make an attempt ordinarily use 
market tests and consumer sur- 
veys. Oniy a few of these analyze 
actual sales results. 

Store display effectiveness is 
measured by about half the con- 


jsumer goods makers. Few com- 
, panies check their market re- 
|search, except for the sales fore- 
|casts. # 

| 

North Texas NIAA Elects 

| John Johnson, advertising direc- 
| tor of Chance-Vought Aircraft, has 
been elected president of the North 
|Texas chapter of the National In- 


new officers include Gordon 
| Teague, Evans & Associates, 1st vp; 
!Dan Goodrich, Dan Goodrich Ad- 
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vertising, 2nd vp; Gordon Jones, | formerly was director of public re- 

McGraw-Hill, membership vp; lations for MacDonald-Cook Co., 

John Maxey, Don Baxter Adver- and a group supervisor for Harshe- 

tising, program vp; Pat Bronson, | Rotman Inc. 

Dresser Industries, secretary; D. J. | 

Trizza, Padgett Printing, treasur- | Magserco Names John T. Hall 

er, and Jack Thornton, Varel Mfg.,) John T. Hall & Co., Philadelphia, 

sergeant at arms. j}has been named to handle adver- 
tising and public relations for 


Lynch Forms New PR Company Magnesium Service Co., Rahway, 
dustrial Advertisers Assn. Other | 


Virgil A. Lynch has organized |N.J. At the same time, the agency 
Virgil Lynch Associates, a public | has appointed Ada Barshay, for- 
relations agency, at 219 S. William | merly of Bonwit Teller, to the copy 
St., South Bend, Ind. Mr. Lynch ' staff. 


WcHECK CHILTON 
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TAAN Elects Officers Ge 
Charles A. Rawson, of Charles A. Oregon Adclub ts 


Rawson & Associates, Atlanta, has Four AAW Awards 


been elected national director of 
Trans-America Advertising Agen- HONOLULU, July 2—It was quite) I 
cy Network. Other new officers|a day for Oregon when awards | awards and aweed winners: 

ici Western Advertising Award, for the 
are . . > Or- > isin 
are Earle A. Buckley, Buckley Or were made by the Advert Bg best of all media entries: Sunset Growers 
ganization, Philadelphia, eastern | Assn. of the West at its 54th annual | gor direct mail campaign prepared by 
district governor; John N. Pitluk|convention here last week. Perrett Co. Advertising, Los Angeles. Pre- 
~ : ss " ‘ " ar |sented by estern vertising 
Sr., Pitluk Advertising Co., San The Oregon Advertising “94 Herbert H. Kirschner Trephy, for most 
Antonio, central district governor,| walked off with four of the 11 | effective promotion of Advertising Week 
and Wallace E. Wendt, Wendt Ad- | awards; the University of Oregon’s | by ane ?— | ~~, Ad- 
2% —s iv isin Saies ub. 
vertising Co., Great Falls, Mont.,|Alpha Delta Sigma and Gamma | “Acer &. Meats Gweegctabes Awaed, 
western governor. Alpha Chi chapters picked up the for the best over-all job on club activities 


winner of the Ayers three-minute 

| speaker competition was 

| Fortis, from Portland. 
Following is a complete list of | tising Club. 


Junior Departmental. 


ing Club 


public service activities 
ing Club. 


Gamma Alpha Chi award, and |—Oregon Advertising Club. 


Advertising Council Trophy, 
Oregon Advertis- | 


President’s Trophy, for best over-all | motion of Advertising Week—University 
job by junior adclub—San 


Francisco 


Don Belding Trophy. for best job by) 
adclub in advancement of business and 
| advertising activities—Oregon 


Advertis- 


for best 


Printers’ Ink Trophy, for best work in 
advertising improvement and advertising 


... you can sell him best in 


: JEWELERS’ 
CIRCULAR- KEYSTONE 


Published for and in the interest of retail jewelers, it 
also has high reader interest among manufacturers and 
wholesalers, who depend on it to keep them posted 
about what is going on in the jewelry trade. With a 
19,000 ABC audited paid circulation (15,000 of which 
are retail jewelers), the Jewelers’ Circular-Keystone 
blankets the major purchasing power of the industry. 
Government figures show that 14,227 jewelry stores, 
60.4% of the total, do 93% of the business in the $1.5 
billion jewelry store market. At the same time, Jewelers’ 
Circular-Keystone goes to the aggressive and growing 
smaller stores. It keeps the jeweler up to date on sales 
promotion and management methods and constantly 
_ aware of new and profitable products. It covers the 

jewelers’ interests from every angle; buying, merchan- 
dising, operation and technical. Its dynamic influence 
¥ and leadership in the field have been unchallenged for 

gd 88 years. 


- 24 | 


F ?. 
AIEWELERS' 


a 
“ /~ 
* 


- 


® ®o 6 


Jewelers’ Circular-Keystone is published by Chilton Company, the most diversified 
publisher of trade and industrial magazines in the country—a company with the re- 
sources and experience needed to make each of 15 publications outstanding in its field. 
In keeping with Chilton policy, the experienced and highly competent staff of Jewelers’ 
Circular-Keystone devotes its full time to the field the publication covers, striving 
for editorial excellence and strict quality control of circulation. In achieving both 
objectives, it has earned the confidence of readers and advertisers alike. 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist +The Iron Age + Motor Age 
Spectator « Automotive Industries « Boot and Shoe Recorder « Commercial Car Journal 
Butane-Propane News « Electronic Industries « Jewelers’ Circular-Keystone « Hardware Age 
Optical Journal + Hardware World + Gas + Distribution Age + Chilton Book Division 


| by either adclub or a city in the West— 

“Kamsey Oppenheim Memorial Award, to | San Francisco Advertising Club 

adclub president contributing most to 

Jerry | organized advertising in the West during|to Jerry Fortis, Portiand 
the year—Don Ostensoe, Oregon Adver- | 


Ayers Three-Minute Speaker— Gold key 


Gamma Alpha Chi Award, $100 to the 
| college group doing most outstanding pro- 


| of Oregon, Alpha Delta Sigma and Gamma 
Alpha Chi chapters. 

Claire Forbes Walker Advertising 
Achievement Award, plaque and $25 to 
college or university advertising group 
Inter-collegiate Sales & Advertising Club 
of Spokane. 


| California PRSA Elects 

H. Dixon Trueblood, vp and di- 
rector of public relations and ad- 
vertising of Occidental Life In- 
| surance Co. of California, has been 
|elected president of the Southern 
California chapter of the Public 
Relations Society of America. Oth- 
er officers elected are Joseph H. 
Jordan, U. S. Steel Corp., Frank 
C. Sullivan, Southern California 
Gas Co., and George H. West, Con- 
solidated Electrodynamics Corp., 
vps, and John E. Baird, Baird & 
Taylor, secretary-treasurer. 


The Surefire Method 
of Boosting Sales... 


...in this rich Oregon mar- 
ket. KVAL-TV, Eugene, and 
KPIC-TV, Roseburg, give you 
the one combination that 
brings you complete cover- 
age of the Pacific North- 
west's Sth largest market... 
reaching 163,600 families 
with spendable income of 
$776 million! A great sales 
potential, just waiting for 
you! 

Contact your Hollingberry 
man, or Moore and Lund 
(Seattle-Portland). 


: Oregon's rich ; 
2nd Market | 
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You, too, can get We merchancising 


( help in Muncie, 


Mrs. L. V. Johnson, of Johnson Floor 
Covering Company says ‘‘The Muncie 
Star and Muncie Evening Press always 
give us the best of service, and mer- 

; chandising that is so essential to any 
advertiser. Both are highly recom- 
mended." 


‘The MUNCIE STAR * : 


National Representatives: Kelly-Smith Company 


Under New Programming Setup Mutual Adds, 


Nine New Sponsors, Keeps 9 of 16 Regulars 


New York, July 2—Nine of 16) 


advertisers on the Mutual Broad- 
casting System on May 31, just 
prior to the network’s switchover 


|to a music and news format June 


2, still are sponsoring Mutual pro- 
gramming. 

Since the format change, nine 
new sponsors—North American 
Accident Assurance Corp.; Minute 
Maid Corp.; General Motors’ truck 
and coach division; Liggett & My- 
ers Tobacco Co.; Florists Tele- 
graph Delivery Assn.; S. C. John- 
son & Son; Tee-Pak Inc.; Beltone 
Hearing Aid Co., and Equitable 
Life Assurance Society of the U. S. 
—have signed Mutual contracts. 


® On July 29, Mutual welcomes 
the General Motors division, which 


will present Gabriel Heatter in 
three five-minute morning news- 
casts and five evening newscasts 
weekly. 

Minute Maid carries six 20-sec- 
ond announcements a week. 

Liggett & Myers has placed a 
“fairly substantial” order on the 
network for L&M filters, calling 
for eight and 20-second announce- 
ments, five-minute newscasts and 
segments of the mystery block, all 
on a Friday-through-Sunday 
schedule. 

North American Accident As- 
surance Corp., which began spon- 
soring the Gabriel Heatter news 
show after the format change at 
Mutual, is dropping back from four 
of his evening newscasts to two per 
week. 


Another thinly disguised WJR success story 


y 
J 


Getting up at 5 a.m.is for the birds! 


Nevertheless, regularly at 5 a.m. millions of 
warm, bare feet hit the hard, cold floor with grim 
determination. Another day has started. 


But in the Great Lakes area things aren’t quite 
so grim. This conclusion was reached after reading 
a sizeable stack of mail addressed to WJR, regard- 
ing its ““‘Wake Up Show.” It seems that the choice 
of music and cheerfulness of this show takes the 
curse off early rising. One woman went so far 
as to say, “Your program makes getting up at 
5 a.m. worth the effort.’’ Many stated that they 
appreciate the report of the weather and road 
conditions before setting out for work. 


It isn’t surprising that WJR programs receive a 


lot of fan mail. People are quick to show their 
appreciation for a radio show that fits their 
particular requirements. And people in the 
Detroit-Great Lakes area have made it known 
that the finest is found on WJR at all hours. 
A survey made by Alfred Politz, Inc. supports 
this. The survey disclosed that in WJR’s pri- 
mary signal area, where 196 other stations can be 
heard, almost half of the listeners prefer WJR. 


If you want to reach early birds, all-day-listeners, 
or night owls you'll find you can do it better and 
quicker on WJR. Just call your nearest Henry I. 
Christal man, he’s got all the facts. (But please 
call a little later in the day, not at 5 a.m.) 


The Great Voice of the Great Lakes 


WwW) 


50,000 Watts 


R ....: 


CBS Radio ivetwork 


35 years of service 


It’s never too early to drive 
carefully, but it’s often too late. 
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The other five new advertisers 
;came in primarily for announce- 
ment schedules. Equitable Life has 
|a six-week campaign starting Aug. 
31, which will consist of 100 
eight-second announcements a 
week. Beltone begins sponsoring 


one Gabriel Heatter five-minute 
newscast a week in September. 
Tee-Pak, S. C. Johnson and the 


Florists Telegraph Delivery start 
|announcement schedules in July. 
® Quaker State Oil Refining 
Corp., which had been airing 
“Sports Flashes with Frankie 
Frisch” six times a weekend on 125 
|stations of the network, has ex- 
jtended its sponsorship to the full 
| network. Quaker State also spon- 
| sors “Game of the Day” on Satur- 
days. 

Carter Products is continuing its 
sponsorship of three Heatter five- 


minute newscasts every other 
week and two in the alternate 
week. 


Mutual time yet to be sold in- 
cludes 26 of its 114 weekly five- 
minute news shows: 108 of 114 
available 20-second announce- 
|ments and 114 eight-second an- 
|nouncements; and one five-minute 
| segment of the network’s block of 
| mystery shows. The 20- and eight- 
| second announcements occur at the 
|end of the five-minute news shows. 

Kraft Foods Co. and Miles La- 
boratories, heavy sponsors prior to 
the change, still account for most 
of Mutual’s billing. Together they 
sponsor 74 of the network’s 88 
sponsored five-minute newscasts, 
its main programming offering. 

On the “old” Mutual, Miles had 
a weekly schedule of 10 one-min- 
jute participations, four Hollywood 
| five-minute newscasts and 24 oth- 
jer five-minute newscasts. On the 
|“new” Mutual, Miles sponsors 38 
|weekly five-minute newscasts. 
|Kraft had 30 weekly five-minute 
news shows under the old format 
and now has 36. 


| - 


/@ Other Mutual sponsors include: 
| Coca-Cola Co., for the “Eddie Fish- 
er Show”; Drug Products Inc. and 
the Sleep-Eze Co. for segments of 
the mystery block; R. J. Reynolds 
| Tobacco Co. for the “Camel Score- 
board,” and General Tire & Rub- 
ber Co. for “General Sports Time.” 

The “Manion Forum of Opinion,” 
a discussion program, and three 
jand a half hours of religious pro- 
|grams are still sponsored on MBS 
on Sundays. 

Sponsors who have left Mutual 
since the program revisions include 
Amana Refrigeration, American 
Home Products Corp., American 
Molasses Co., Lever Bros., P. Lo- 
rillard Co., Lyon Van Co. and 
Sterling Drug. 


s “For the first time in a long 
while, the network is seeing a 
brighter tomorrow,” a spokesman 
reports in referring to the 78% cf 
its five-minute newscasts which 
now are sold. 

Approximately 415 of the 490 
Mutual affiliates have returned 
Goats contracts. Service to the re- 
maining affiliates has not been cut 
off. 

Time costs are approximately 
2% higher under the network's 
new price structure. + 


— 


Shirriff-Horsey Buys Salada 

Shirriff-Horsey Corp., Plant 
City, Fla., and Toronto, has bought 
Salada Tea Co., Boston, and Salada 
Tea Co. of Canada (AA, June 24) 
for an undisclosed price. The pur- 
chase will result in a food organi- 
zation with combined annual sales 
in the neighborhood of $50,000,000, 
according to Shirriff-Horsey. 
| Stockholders of S-H will be asked 
to approve a change in the corpo- 
| ration name to Salada-Shirriff- 
| Horsey Ltd. 
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S. S. NAUTILUS, first atom-power ship 


.»»- Who Need Action in This Advertising Age! 


Advertising agencies place more linage in Advertising Age than any other 
publication in the field because they know that Ad Age is the Monday meeting place 


for executives in the ten-billion dollar advertising business. 


AA’s unique brand of editorial action harnesses the attention of 37,000 


Advertising Age | 85,239 
paid subscribers every Monday—and every Monday someone 


important to your agency looks for news of ad agency 


services in the pages of Advertising Age.* : 


' : , 3rd Publication | | 2 37,100 
Anything new going on in your agency? Any new accounts, - 

new accomplishments, new people, new plans 

to improve service to your clients? 


Sth Publication 2 17,220 


If it’s important to clients or new business prospects, it’s important 


to tell the advertising world through AA. Advertising Agency Linage 


In the Advertising Press, 1956 
* Total Weekly Readership—1 41,000. 


Advertising Age |= == 
peta to pat pple |e ag” 


1 Yeor 
(52 issues) $3 


200 EAST ILLINOIS STREET * CHICAGO 11, 
430 LEXINGTON AVENUE * NEW YORK 17, 


ILLINOIS 
NEW YORK 
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IN LOS ANGELES THEY’ SAY 
MES, FIRST OF ALL” 


Feats oon hi 
complete coolness and comfort 
in Playtex Baby Pants 


| Wondertal news. Morhers! 
Now your baby, like over half the 


IT'S HERE! AMERICA'S FAVOURITE DRESSING FOR SALADS 


| 


ee Shales ia 


KRAFT 


GOODIES FROM AMERICA—The “fresh 
ting a heavy play these days in 


agency; S. H. Benson Ltd. is 


eenang to pent lay Yow pone as A abe ow 


tees mere Qe te nes 


CRPERTS 1m WAEME Fmt FOGOT 


from America” approach is get- 
British marketing, witness these 


Playtex and Kraft Foods ads. J. Walter Thompson Co. is the Kraft 


the agency for Playtex Ltd. 


ARF Book Reports 
Use of Research 
as Legal Evidence 


New York, July 2—Survey 
research, widely used in market- 
ing today, also can be applied in 
the courts to gather legal evidence. 
However, because of the lack of | 
knowledge of research among at-| 
torneys and the judiciary, and be- | 
cause of semantic difficulties, re- 
search has not been applied as 
| widely as it might be in law. 

Published by the Advertising 
|Research Foundation, “The Use 
of Survey Research Findings as 
Legal Evidence” has been brought 
out to help remove these two bar- 
riers. It is written by Hiram C. 


 *Perfumes & 


Cosmetics 
Advertisers 
place 41% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
linage in 
The Times 


marketing, school of commerce, | 
New York University, and pub- 
lished by Printers’ Ink Books. It| 
sells for $6. 


# In his introduction, Professor | 
| Barksdale lists eight specific are-| 
| as in which survey research could | 

|have its day in court. These are| 

|}trademark confusion, false and 
|misleading advertising, adulterat- 
|}ed and misbranded foods, drugs 
and cosmetics, design patent in- 
fringement, anti-trust litigation, 
change of venue, property valua-| 
tions and copyright infringement. | 
| There are also several other areas, 
oo as moral determination of 
| moral character, in which the sur- 
vey method might serve, he indi- 
| cates. 
Since the book is intended for | 
both lawyers and researchers, it| 
}contains brief, summary chapters 
on research methods and legal 

principles. This is followed by a} 

case-by-case analysis of the ap- 
| plication of survey research find- 
ings as legal evidence. Also cov- 
|}ered are the legal requirements 

for survey evidence and informa- 
tion on the experience of research 


Perfumes or plumbing fixtures, cos- 
metics or cars, Los Angeles is the big 
marketplace of the West. Here, circu- 
lation dominance, civic leadership, pub- 
lic esteem make The Times the principal 
influence for sales. 


use of survey data as legal evi- 
| dence. 

The book takes an 
step in helping to clear the way 
| for use of research techniques in| 
| massing legal evidence. + 
| Mackes & Taylor Gains Three 
| Mackes & Taylor, Allentown, Pa., 
|/has been named to handle adver- 
| tising, pr and sales promotion for 
|Line Lexington Lumber Co. and 
for 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


York, distributor of Transco sili- 
cone water repellent. Sills & Sle- 


| dled the Transco account. 


important | 


D-X Sunray Sponsors Show 
Starting Aug. 1, D-X Sunray 
Oil Co., Tulsa, will sponsor five- 
minute farm editor programs three 
times a week on 13 midwestern 
radio stations. At the same time, 
D-X Sunray also will use a sched- 
ule of 12 state farm newspapers. 
The agency is 
Kansas City. 


Two Form Research Group 

Marketing Impact Research Inc. 
has been formed with offices at 
147 E. 50th St., 
President is Max Bonfeld, former- 
ly with Dun & Bradstreet, 
Richard Brehl, previously with 
Bennett-Chaikin, is vp and general 
manager. 


| president; 


Advertising Age, July 8, 1957 


Fresno Adclub Elects 

The Fresno Advertising Club, 
local chapter of the Advertising 
Association of the West, elected 
the following officers at a meeting 
on June 21: Francis J. Delaney, 
Russell Lake, Ist vp; 
Cliff Davis, 2nd vp; Sherry Burke, 
secretary, and Les Serpa, treas- 


| urer. 


Kraft Names Leece 

Kraft Foods Ltd., Montreal, has 
appointed W. G. Leece general 
sales manager. He has been with 
the company since 1926 and was 
formerly distribution manager of 
Kraft’s Canadian operations. 


Leonhard Joins George Fry 
Dietrich L. Leonhard, formerly 
director of market research of Tidy 
House Products Co., Shenandoah, 
Ia., has joined George Fry & As- 
sociates, Chicago management con- 
sultant, as a staff consultant. 


r cost of pa 
agin and mail 


Potts-Woodbury, | 


New York 22.) 


and | 


OAR g you a, nd 
F EE SAMPLE 


-CLIPPER 
ART SERVICE 


Single issues sell fof $20.00. Your sample 
is a big value, on@ Mea/msed can make 
you hundreds of dollers im extra returns. 
Now, the revised see Super helps you 
design circul g pages. 
| cover pages, ode, posters house organ 
| pages, in fact, Pm of printing — in 
| coler, too. > easier-to-use 
ideas with every issu 

Published gmonthly, subscribers include 
firma fike)\Prudentia! Uile,1B.M., Pontiac 
and/many @thers you Raow. Besides sam- 
ple. you Mill get 1 een new trial 
~ - ebligati leam Attach 


to letter « a 
-Ad Servic 


Peoria, Ilinois. 


mail TODAY 
102 Walnut St. 


Barksdale, associate professor of| | 


F 


huVue ! 


practitioners and lawyers with the | 


; lowest cost 


quality 
,; 3-D demonstrator 


If 3-dimension demonstration of your products is 


included in your plans, then, on cost alone, consid- 


eration of Tru-Vue is a must. No other 3-dimension 


| appearance and feel of 


product provides such viewing quality, high fidelity 
color, and ease of operation at so low a cost. The very 


the Tru-Vue 3-D viewer in 


the customer's hands is a testimonial 


Lexington Pre-Fab Homes, | 
both of Lansdale, Pa. The agency | 
has also been appointed to handle | 
| advertising for Transco Co., New) 


singer, New York, previously han-| 


to the excellence of your 
products. Before you act, get 
the Tru-Vue facts. Write, 
wire or phone. $1.80 each in 
1000 lots (minimum order). 


TRU-VUE COMPANY 
BEAVERTON, OREGON 
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PIONEER 


in metal products for 170,000,000 customers | 


Metzger Named ‘Outstanding’ 


James H. Metzger, 24-year-old 
June graduate of Washburn Uni- 


|versity, has been named the out- 


Wich havens! bres ond ame pend a 
. * 


Me 
ad 
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The 9 Divisions of rm lP 
cite fohn 


ns 
INSTITUTIONAL—One-word headlines 


and modernistic illustrations key 
a new corporate series for Scovill 


standing advertising student in the 
U. S. by the Assn. of Advertising 


/Men & Women, New York. 
= | Heikkila Joins Klingensmith 


Adolph Heikkila, formerly 
an yee executive of Ketchum, 
MacLeod & Grove, Pittsburgh, 
has been named a vp of the H. M. 
Klingensmith Co., Canton, O. 


Press Release Lead 
Sentence of the Week 


Philip Morris Inc., ac- 
knowledged new packaging 
leader of the cigaret indus- 
try, has turned its talents to 
tobacco. 

From Jack Pacey, Ben- 
jamin Sonnenberg, 247 
Park Ave., New York. 


Buchanan Names Ruttencutter 


James Ruttencutter, formerly an 
account executive, has been named 
San Francisco manager of Buchan- 
an & Co., succeeding John F. Mc- 
Neely, who resigned there. Mr. 
McNeely has not announced his 
future plans. 


| Grannis to Zellerbach 


Gordon Grannis, former ad man- 


| ager of KOVR-TYV, San Francisco, 


has been named public relations 


| assistant 
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of Crown Zellerbach 
Corp., San Francisco. 


McCarty Appoints Drake 
McCarty Co. of Texas, Dallas, 
has appointed Dr. Jerry E. Drake, 
professor of marketing and mar- 
keting department chairman at 
Southern Methodist University, as 
director of marketing and market- 
ing research. Dr. Drake will con- 
tinue to hold his posts at the uni- 


| versity. 


Mfg. Co. 


and Time will be used, starting 


this summer and fall respectively. | 
Louis & Brorby, New 


Needham, 


York, is the agency. 


Kratt, 2 Others Hit 
in Hosiery Trademark 
Suit by Burlington 


New York, July 2—Burlington | 
Industries is seeking $500,000 dam- | 
ages in a trademark infringement 
suit filed in federal court against 
Kraft Foods Co., Albrecht’s Retail 
Stores and Jack Kreiss Hosiery 
Inc. 

Infringement of Burlington’s 
Dubbelife trademark used on wom- 
en’s hosiery is charged. The de- 
fendants’ use of the mark Triple 
Life is so similar as to be confus- 
ing, it is alleged. 

Albrecht’s registered the mark 
Triple Life and licensed Kreiss to 
use it in the manufacture of ho- 
siery, it is stated. Kreiss sells the 
Triple Life line to Kraft, which 
gives hosiery premiums in pro- 
moting sales of Parkay margarine, 
according to the suit. 


The complaint also charges that | 


Kreiss and Kraft have “copied and 
simulated” the drawings and lan- 
guage utilized “repeatedly” in 
Burlington’s advertising. 


® Triple Life hosiery is advertised 
and sold at $1.95 but is the same 


quality as hosiery normally re- 
tailed at $1, the plaintiff also al-| 
leges. 


A decree enjoining the defend- 


ants from using the mark Triple | 


Life or any other similar to Dub- 
belife is sought. The plaintiff also 


is asking to have Albrecht’s regis- | 


tration of the Triple Life mark 
cancelled. 

Donahue & Coe handles adver- 
tising for Burlington hosiery; 
Needham, Louis & Brorby, Chica- 
go, is the agency for Kraft’s Par- | 
kay. = 


S. F. Adcratters Elects 
Robert Nielson, 
graph Co., has been elected 1957- 


58 president of the San Francisco | 


Adcrafters Club. Other officers 
are Philip Smith, president of Wal- 
ker Engraving Co., vp, and Price 
Burlingame of Kaiser Graphic 
Arts, secretary-treasurer. 


DuMont Appoints Goustin 
Albert S. Goustin, formerly head 
of Goustin TV Productions, has 
been named to the new post of tel- 
evision sales manager of DuMont 
Broadcasting Co., New York. 


The Wall Street Journal | 


| 
| 
| 


Williams Litho- | 


| 


| 


Anyone who can find a way to cut costs and hold 
the line on quality really rates red-carpet treat- 
ment! And many Finchleys (more power to ’em) 
have discovered the answer in their companies’ 


printing bills. Chances are you will, too! 


It’s as easy as this! Paper represents over 25 per 
cent of the average printing job. And Consolidated 
Enamel Printing Papers cost less than other enamel 
papers of equal quality! 


How come? Consolidated pioneered a modern 
papermaking method that eliminates several costly 
manufacturing steps, yet maintains finest quality! 


oo Mr mentale Ale 


CA 


“Under the circumstances, Finchley... it’s the least we can do!” 


FREE OFFER ! Ask your Consolidated Paper Merchant 
for free trial sheets. Then make your own compar- - 
ison test run with your printer under any conditions 


you like. You be the judge. 


Available only through your Consolidated Paper Merchant 


Enamel 


Printing Papers 


a complete line for offset and letterpress printing 
CONSOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 6. LA GALLE ST. « CHICAGO 3. ILL. 
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Jordan Joins Noble 


Purcy Jordan, formerly head of 
marketing operations for Pepsi- 
Cola International in Mexico and 
Central America, has joined Noble 
Advertising, Mexico City, as direc- 
tor of budgeting and marketing. 


‘Young to Campbell-Ewald 
Philip A. Young has been ap- 
pointed copy director of the tv- 
radio department of Campbell- 
Ewald Co., Detroit. He formerly 
was tv creative group head of 
McCann-Erickson. 


Pam Te Home of One 


of Nation’s Great Wholesale Grocers! 


FOOD MARKETING CORP. SERVES 12 MILLION 
FAMILIES & 3 GREAT METROPOLITAN AREAS 
The firm’s four warehouses in Fort Wayne, South 
Bend, Marion, Ind. and Lima, Ohio stock over 5,000 
items distributed through 820 grocers in Indiana, 


Ohio and Michigan. Food Marketing sponsors three 
different groups of independent grocery stores. 


FORT WAYNE NEWSPAPERS, INC., Agent 


The News-Sentinel © THE JOURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


FORT WAYNE 


| 


| 


Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 
Beach Hotel, Chicago. 

Aug. 28-31. Affiliated Advertising Agen- 
cies Network, annual meeting, Jackson, 
Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

*Sept. 11-13. Direct Mail Advertising 
Assn., Sheraton-Park Hotel, Washington, | 
dD. C 


Sept. 11-13. International Advertising 
Assn., 2nd International Advertising Con- | 
ference in Europe, at Scheveningen (The | 
Hague), Netherlands. | 

Sept. 17. Magazine Publishers Assn., | 
Waldorf Astoria Hotel, New York. 

Sept. 18-20. National Industrial Confer- 
ence Board, 5th marketing conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 
Men’s Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, | 


SAFETY DEVICE— 
Sharon Shore is a 
featured dancer 
in “Li'l Abner,” 
but in this in- 
stance, according 
to Kirsch Bever- 
ages, she’s doing 
her duty in the 
safety drive for 
No-Cal truck 


Chicago. 

*Sept. 26-29. Advertising Federation of 
America, Tenth District, El Paso, Tex. 

*Oct. 10-12. Advertising Federation of 
America, 7th District, Memphis. 

*Oct. 10-12. Midwestern Advertising 
Agency Network, Columbus, O. 

Oct. 11-14. American Assn. of Adver- 
tising Agencies, western region, Sun Val- 
ley, Ida. 


THE 
i CITIES OF 


Greater [THEWMEY Oki vnowiy 


Okbphon 


Oklahoma — yesterday, today and to- 
morrow—goes on display this year during 


Oklahoma’ 


statehood. 


s semi-centennial celebration of 


The Sunday Oklahoman wil! exhibit the 
story to the nation in the pages of five 
feature editions during October and No- 
vember. The editions will cover every facet 
of Oklahoma’s growing economic and cul- 
tural life. If you’re an industry or service 


Oklahoma's Greatest Media 
In Circulation, In Prestige 


And In Buying Infivence 


+ 


ae i 6) : 
, rma 
. & e A 
o - 


with distribution in Oklahoma, or with a 
branch office there, your story belongs in 


these semi-centennial editions. 


Bonus circulation, special promotion and 
long life reference value of these editions 
make them a golden opportunity for ad- 
vertisers. Will your goods and services in 
Oklahoma get the boost of advertising in 
these sections? You can make space reser- 


vations now! 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY 


TIMES 


pe ees 


Published by 
The Oklahoma Publishing Co. 
Represented by 
The Kotz Agency 


drivers. 
; Oct. 13-15. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago 


Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 17-18. American Assn. of Adver- 
tising Agencies, central region, Sheraton- 
Blackstone Hotel, Chicago. 

*Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

*Oct. 17-19. Advertising Federation of 
America, 3rd District, Norfolk, Va. 

*Oct. 17-19. Midwest Intercity Confer- 
ence of Women's Advertising Clubs, AFA, 
Des Moines, Ia 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, 
| Jung Hotel, New Orleans 
| Nov. 11-13. Southern Newspaper Pub- 
| lishers Assn., 54th annual convention, 

|Boca Raton Hotel and Club, Boca Raton, 
| Fla. 

Nov. 14. Advertising Research Founda- 
}tion, third annual conference, Hotel 
| Plaza, New York 
| Nov. 19-20. American Assn. of Adver- 
tising Agencies, eastern region, Roose- 
velt Hotel, New York 


Goehring, Pennoyer Adds PR 

Goehring, Pennoyer Agency, 
New York, has been appointed to 
handle fashion coordination on 
promotion and publicity for Play- 
tex girdles and brassieres, manu- 
factured by International Latex 
Corp., New York. Reach, McClin- 
ton & Co., New York, continues to 
handle all advertising. 


Dobbins, Woodward Adds 
Curtiss-Wright Division 

Dobbins, Woodward & Co., 
South Orange, N. J., has been ap- 
pointed advertising agency for the 
diesel engine division of Utica- 
Bend Corp., a subsidiary of Cur- 
tiss-Wright Corp. 


Need Information? 


...on industrial markets 

...on industrial media 

...on what the industry buys, 
how it buys? 


m| 


You'll find it, plus a complete 
list of major sources for ad- 
stories in Industrial Market- 
ing’s Market Data Book. New 
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Ar "1 | was made commercial manager in 23 of a heart condition. He had 
thur Griswold, | 1942. | been ill for several weeks. 

j | Prior to organizing his research 

Onetime Agency LEONARD BASS ‘company ten years ago, Mr. Little 

Head, Dies at 72 Brookiyn, July 2—Funeral) served as managing director of the 


New Haven, July 2—Arthur R. 
Griswold, 72, retired advertising | 
agency executive, who at one time | 
headed his own company in New| 
York, died here June 30 after a 
long illness. 

Born at Manchester, Conn., Mr. 
Griswold was graduated in 1907 
from Yale University. Shortly af- 
terward he joined McCann-Erick- 
son in New York and became a vp. 
In 1931 he organized his own agen- 
cy, which was liquidated a few 
years later. Mr. Griswold then 
joined the staff of Fuller & Smith 
& Ross. 

During World War II he was 
public relations director of the Ci- | 
vilian Production Administration | 
in New York and New Jersey. In| 
World War I he served as execu- | 
tive officer in Dayton, O., for the 
Bureau of Aircraft Production. 

In 1946 Mr. Griswold became | 
public relations director of the Si- | 
lex Co., Hartford, Conn. Three 
years later he was named director 
of the housing bureau of Yale Uni- | 
versity. He retired about seven 
years ago. 

He has served as chairman of the 
advisory board of the federal rent 
stabilization office here. He was a 
member of the Graduates and Yale 
Clubs and Mory’s Assn. 


WILLIAM G. McCARTHY 

New York, July 2—William G. 
McCarthy, 34, writer of television 
commercials for J. Walter Thomp- 
son Co., died June 28 of a heart 
attack. Born in Springfield, Mass., 
he was graduated from Colgate) 
University in 1944. While at Col- 
gate he was editor of the under- 
graduate magazine and was on the 
varsity baseball and track teams. 
During World War II, he was a 
captain in the Marine Corps mili- 
tary intelligence unit. He was re- | 
called to active service in the Ko- | 
rean war. He had written many tv 
commercials for such advertisers | 
as Ford, Shell, Swift and Lever 
Bros. 


ELLIOTT A. BOWLES 

New York, July 2—Elliott A. | 
Bowles, 43, president of Whitehall | 
Pharmacal Co., the packaged drugs | 
and cosmetics division of American | 
Home Products Co., died last night | 
of cancer at Memorial Hospital 
after a long illness. He had become 
head of the company just four) 
months ago. 

Born in Washington, D. C., Mr. | 
Bowles entered the drug field in 
1944 as assistant to the president 
of Schering Corp. He subsequently 
was appointed vp and president of 
Union Pharmaceutical Co. 

In 1950, Mr. Bowles joined) 
Whitehall as vp in charge of pro-| 
motion. He became exec vp in 1955 
and was elected president last 
February. 


LAURENCE N. BAIRD 
New ORLEANS, July 2—Laurence 
N. Baird, 65, for the past 15 


years commercial manager of Ra- 
dio Station WWL, died here June 
25 at Baptist Hospital after 
an extended illness. Born in New| 
Orleans, he served in the Navy in| 
World War I. Since 1920 he had) 
been in the advertising business. 
He started his career as a display 
advertising salesman with the 
New Orleans Times Picayune and 
later joined the advertising de- 
partment of the New Orleans | 
States. In the mid-’20s Mr. Baird | 
moved to Chicago to become ad- 
vertising manager of Haines Pub- 
lications. Subsequently, he joined 
William R. Stewart Co., Chicago, 
publishers’ representative. In 1938 
he returned to New Orleans and | 
joined the sales staff of WWL. He’ 


services were held here June 25 for 
veteran radio-tv director-writer | 
Leonard Bass, 43, who died June) 
18 of a heart attack. 

At the time of his death Mr. Bass 


|was director of three top Mutual 


shows, “Gangbusters,” “Treasury 
Agent” and “Counter Spy.” He 


was instrumental in adapting the 
“Gangbuster” series for tv syndi- 
cation by RKO Teleradio. 

Mr. Bass went to work for pro-| 
ducer Phillips H. Lord after orig, 
graduation from New York Uni-| 
versity in 1935. His first assign- | 
ment was as writer, contact man| 
and production assistant for “We, | 
the People.” 


ERNEST L. LITTLE 


Cotumesus, O., July 2—Ernest 
L. Little, 64, president and founder 
of Research Associates, a market- 
ing and agricultural research com- | 
pany here, died in his home June 


| Journal-American 


National Farm Chemurgic Council | 
from 1939 to 1947. 

Before then, he worked for the 
Oklahoma City Chamber of Com- 
merce, the First National Bank of 
Boston, and the Manville-Jenks | 
Co., Pawtucket, R. I. He was a) 
graduate of Boston University. } 


JOHN P. CAMERON 

Yonkers, N. Y., July 2—John 
P. Cameron, 56, a printer for 40 
years and co-owner for the past 
ten years of the Yonkers Gazette 
Press, died June 23 at Yonkers 
General Hospital. 


JOHN L. IRVIN 

New York, July 2—John L. 
Irvin, 66, classified advertising | 
manager of the New York Journal- | 
American, died June 25 at New 


| York Hospital. Born in Creston, Ia., 


Mr. Irvin, before joining the 


in 1940, had 
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TV FILM COMMERCIALS 
SPECIALIST—-FREELANCE 


Can you use the services of someone thoroughly 
experienced in all TV film production tech- 
niques? Someone really creative, who knows how 
to write and supervise production of low budget 
yet highly effective commercials? Presently 
with New York agency handling 
TV advertisers, but have free time 
modate one additional agency or 
in or out of town. Sensible fees 
to ; rca AGE, 480 Lexington 
17, ‘ 


been classified advertising man- 
ager of the Des Moines Register, 
the Cleveland Press and the New 
York World-Telegram. He was a 
member of the Classified Adver- 
tising Managers Assn., the Grand 
Street Boys Club, the Kosciukso 
Foundation and the Railroad Club. 


important 
to accom- 
advertiser, 

Box 652, 


Ave., N.Y 


"| SELL SPRINGS TO THE OEM” 


say’ 
Walter E. Froehlich 
VICE PRESIDENT, ASSOCIATED SPRING 


“The day has gone when the OEM 
users of springs come to us.” 

“To-day, we must find what the customer wants in 
advance, how and when he wants it.” 


“In this type of selling, the Purchasing Agent is extremely 
important. That's why we advertise regularly in 
PURCHASING NEWS.” 


o 


Oregonian 
reaches — 


Largest Circulation 
in the Pacific Northwest 
232,338 Daily 

296,204 Sunday 


+. with circulation LEADERSHIP 51 | 2 x 


++. with advertising LEADERSHIP 


tHe Oregonian 


PORTLAND 1, OREGON 


TOTAL DAILY CIRCULATION LEAD 
OVER 2ND PAPER 


City Zone Lead—— 10,108 
City & RTZ Lead— 19,253 


8,196,713 - 


TOTAL ADVERTISING LEAD 

OVER 2ND PAPER (Year 1956) 
Retail Lead — 2,607,104 lines 
General Lead — 1,568,879 lines 
Classified Lead — 4,020,730 lines 


Sources: ABC Publishers’ Statements for 6 months 

ending March 31, 1957; Media Records total advertising, 
less legal, AW, TW and Comics, 1956; Annual Report, 
Portland, 1956. 


Represented Nationally by 
Moloney, Regon & Schmitt, Inc. 


ee, ieee re iS Fk, i). a £3 oe al 7c = i, eS ce TNR on J ee) et : icone 
Reo RR = et a he en eos iy a ar rn ee a a oe an . ee ee ee eee Phi oe eee 
ore. iy ee Sia Yon laa hata JE nate eee ee ae oe ee alee TES oan ee (Of aa ee arog bee SO 
BT) A ete ee ep ee a ens ‘ get rai a (avi 4 eee eae ya * ie i “Se (30 rahe acei . ie e Pia ae cyt a eg a, F a aad CS any ie gece ee fh a : 
ce i el | a ee a, a 
3 a Bop A Emam ta Ae Ria at a Meeeey ee mee Bia ei) age ee eng ce ena alate sich eee ee See, ee Ps ch Oe Kone Ben eta 
aoe : : ; . Nemes sy aS ee ele oa es Dares Be ek ee y an Site! Pio a 2 eee 
ae” ’ Fi ne bi! | Te i ee eee Sere Lee + ay they : » Pes. sliie = ae eo ea ve ame 
, if 
“4 
re ‘ 
| acs 
= 2a 
: eee on 
E 
- X | r 
j ) TRY i, 
ee ee me 
L sey me 
ATOMIC oe ‘a 
POWERED ee: 
PARFUM Ske «ote ey 
. i ah tee 
as 7 +i 
( » : i oe 
sereeee aces ra ae 
or" oot bi: A 
ee 2 ae ee 
Poin % h ee: Re: 
ae eee Bes . 
C\ | sy 
~~ i oe : 7 
; ’ 7 
\ * \ A s _ ; ge 
nN 0) a oo me 
\s : MORE . : 
4 > aa g ; ' 
igpae i areata se 
bras aed is i 
ies aes er, 
ag fer 
es ws : 
i 
a 
ie 
ty 
bs: 
} “¢ 
/ ¢ 
. 
pe ee 
ie ae ae are: ae i _ ' : " J 7 ‘ 7 ae : ree 7 . Os oe gts Pee +> Sp ee t * 
arte xk ewes PS Soka oo ia a RR RRR Cr a Clg Bag a he am Rm aie Sn i eC iy i RU Gee i eee er | Hh ik: PROPS eo Pei See gts RIPE ics ih gnery ae ste eee 
See veer ts, ety ‘ Ee De cae e RY Cee ee. lay eC ee aes é ‘ is Nye RE ge Oe a Ee ie 4 peat jd evs afes acl eT co E bees ce APA et, : a vis i Seis 
at ee Sey eg Bo Oke ean ee Ae ieee Ween ee ay ee ? eae Sh ; pete ek ee fe i AP gan? eee ‘ a 
oe ee, pa Say gis eee Fe oo eet ane Rea ary EN aN Ue cy". So ee a Mr Sa ee See ee i; a oo ne ee Se sataced dpe y * Pee asi Mines aoe fog Og Loe ht 
ee ae ee a re Bo ee Sr Say gee sige ee ee ee eh he eet ane oA rl Big te on te Et eee ee ers ed oe gt Rr. SY: tee epee ye 


70 


Want Information? News? 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
— magazines, trade-papers, 
promptly. 


PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


| Two Buy NBC-TV Time 
Mentholatum Co. has placed a 
26-week order for five quarter- 
|hour alternate-week segments on 
NBC-TV, New York. The order 
calls for segments of “The Price 
is Right,” 
“Comedy Time,” and “Queen for a 


J. Waiter Thompson Co. Star-Kist 
Foods 
hour segment of “Tic Tac Dough,” 
on alternate Fridays, starting Aug. 
16 for 13 weeks through Honig- 
Cooper Co. 


Ari 


PAS 
per 


i = thousand’ 


A leading national brewer buys a thousand viewers 
for just 47c on KCRG-TV. (Sure we'// te// you who.) 


“Bride and Groom,” | 
Day,” starting in October, through | 


has purchased a quarter-| 


| 


MILESTON E— 
Charles E. Clowe, 
president of Cop- 
pertone Sales 
Corp., presents 
the 50,000,000th 
bottle of his com- 
pany’s suntan oil 
to Bea Mueller, 
this year’s Queen 
of the Festival of 
Florida Products. 
The ceremony 
took place at Cy- 
press Gardens. 


KCRG-TV 


Channel 9 — Cedar Rapids —Waterloo, lowa— ABC-TV for Eastern lowa 
The Cedar Rapids Gazette Station 
. REPRESENTED NATIONALLY BY WEED TELEVISION. 


*Based on February ARB Survey. 


Chesebrough Sued 
¢ for ‘Imitation’ of | 
: ‘Brylcreem Packaging ® Ritchie alleges that this “imita- 


New York, July 2—Harold F. 
Ritchie Inc., which manufactures 
Brylcreem hair dressing, has filed 


suit in federal court charging 
Chesebrough-Pond’s with trade- 
mark infringement and _ unfair 


competition in the marketing of 
Valcream hair dressing. 

Ritchie alleges that the Bryl- 
creem trademark has been used 
continuously since 1937, and that 
the Brylcreem product, packaged 
in collapsible metal tubes, has for 
many years been in competition 
with liquid and cream style prep- 
arations sold by Chesebrough in 
bottles under the trademark, Vase- 
line. 

However, the complaint charges, 
“Vaseline did not meet with the 
consumer acceptance enjoyed by 
plaintiff's Brylcreem preparation 
sold in collapsible tubes of identi- 
cal net contents.” 

The complaint further alleges 
that Chesebrough copied the for- 
mat and appearance of Ritchie’s 


tubes and individual cartons, in- 
cluding the use and placement of 
a similar slogan and trademark. 


| tion” is “likely to cause confusion” 
to buyers since both products are 
“purchased frequently and casually 
without the careful consideration 
or examination attending the more 
infrequent purchase of more ex- 
pensive articles.” 

It is also contended that Ritchie | 
has expended “large sums of mon-| 
ey” in advertising and promoting | 
Brylcreem, and that it is “present- | 
ly enjoying greater retail sales 
volume throughout the U.S. than 
any competitive preparation sold 
in collapsible metal tubes.” 

Atherton & Currier is the agen- 
cy for Brylcreem; Compton Adver- 
tising handles Valcream. + 


= 


Schap Joins Cramer-Krasselt 
Emil J. Schap, formerly an ac- 


|Each ad 


Advertising Age, July 8, 1957 


Weyerhaeuser Sets 
Community Relations, 
Public Service Ads 


Tacoma, July 2—A new series 
of monthly community relations 
ads has been opened by Weyer- 
haeuser Timber Co., using 66 dai- 
lies and weeklies in the areas in 
which it operates in Washington 
and Oregon. 

“Meet one of your forest indus- 
try neighbors” is the headline 
under each unit in the new series. 
singles out a Weyer- 
haeuser employe and uses him 
as an example of company veter- 


'ans who are active in their com- 
| munities. 


The top half of each 
five-column ad is devoted to a 
photograph depicting the individ- 
ual in some aspect of his com- 
munity work. Copy leads into a 
quick report on some aspect of the 
contribution of the forest industry 
to the Pacific Northwest. 

The new series is a continua- 
tion of monthly advertising that 
the company has carried for sever- 
al years in its operating areas. 


® In addition, national advertising 
continues with color pages on a 
monthly basis in The Saturday 
Evening Post and U. S. News & 
World Report, and also in Boys’ 
Life, Future Farmer, and National 
4-H News. Illustrations in the na- 
tional series show wildlife in for- 
est areas of the Pacific Northwest. 

Cole & Weber, Tacoma, is the 
agency. = 


Blair Boosts Reese 

Carlos Reese has been named 
manager of the St. Louis office 
of John Blair & Co., radio station 
representative, replacing Thomas 


count executive and copywriter at 
Klau-Van Pietersom-Dunlap, Mil- 
| waukee, has joined the Cramer- 
Krasselt Co., Milwaukee, as in- 
|dustrial advertising account exec- 
‘utive and technical writer. 


'C. Harrison, who resigned to be- 
come vp in charge of sales of ABC 
Radio (AA, June 17). Mr. Reese 
| was a salesman in Blair’s St. Louis 
office before his promotion. 


—— 
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PEOPLE - PLACES 


Browne Marin Nelson 


PARTY—Native music, exotic decorations and cooling 
rum drinks were attractions at “Caribbean Open 
House” staged in New York by Holiday. Among 
those attending were Bill Browne of Holiday; Phyl- 


Karas 


lis Marin of Leo Burnett Co.; N. Nelson of Alcoa) 
Steamship Co.; Dee Day of Stephen Goerl Associ- 
ates; Diane Karas of Harry Graff Inc., and Lee 
Cohen of Fox-Knapp. 


representative cross-section of 
seldom-used products or users of 
| specific types of items or services, 
|according to Howard A. Trumbull, 
president of the research organi- 
zation. 


National Family 
Opinion Sets New 
20,000-Family Panel 


TOLepo, July 2—A 20,000-fam- 
ily research panel, available to as|# Identity of participating clients 
many as five companies cooperat-|is confidential and no competitive 
ing for special price advantage in| products or services are involved in 
single projects, has been developed | any one project. Clients using the 
as a new service by National Fam- | service, however, understand be- 
ily Opinion Inc., market research) fore the project begins that they 
organization. |are in a screening pool with other 
Under the new program, mar-| companies. + 
ket data on as many as five prod- 
ucts can be screened from the) Marketing Associates Named 


families at one time through inter- | Marketing Associates Inc., busi- 
views conducted entirely by mail.) nos consultant, 


The reduced fee for each compa- | jished at San Francisco, with of- 
ny is possible because only one fices in the Russ Bldg. Glenn Col- 
interview is involved for each jins, president of Decorock Inc., 
family rather than five. |San Francisco, will be president. 

The plan was developed as an/| Other officers include Charles L. 
economical method for manufac-| Hotchkiss, vp, formerly a vp 
turers and distributors who seek a| of Dancer-Fitzgerald-Sample, and 


| Howard H. Hoyt, vp, former sales 
|manager of Frankfort Distillers 


'and with N. W. Ayer & Son. | 


Pasadena Adclub Elects 

| The Advertising Club of Pasa- 
dena has elected the following of- 
ficers for 1957-58: Stewart L. 
Hayward, retail manager of the 
Pasadena Independent Star-News, | 
president; Vic Torrance, Zeller- 
bach Paper Co., Ist vp; Marge Cly- | 
mer, Christian Science Monitor, 
2nd vp; Doris Monthau, Crown City 
Mattress Co., secretary, and How- | 
ard Somer, Nash’s Pasadena, treas- | 
| urer. 


has been estab-. 


Adams Honored by 4A’s 

Beatrice Adams, Gardner vp and | 
tv creative director, has been ap- 
pointed the first woman member of 
the American Assn. of Advertising | 
Agencies’ committee for improve- 
ment of advertising content. 


F&S&R Opens Branch 


seas 
Fuller & Smith & Ross 


‘Your source for outstanding 
-wooDcuT iftustration 
Specimen prints and 
complete information 
- request. 


has 


. Pittsburgh. The office will 
be headed by John A. McKinven, 
vp. The office is staffed by 90 per- 
sons, most of them from the New 
York and Cleveland offices. 


THE SANDER WOOD ENGRAVING CO_ INC. / 542 S DEARBORN ST. / CHICAGO 5 


Now available: Time on this 
new web-fed offset press 


Flexibility and economy in color printing, 
plus new imprinting and price change facilities 


COMPLETE SERVICE We've just added a new perfecting offset 
press that greatly increases our web-fed ca- 
pacity. Ideal for black and white, spot color 
or full color runs of 50,000 or more. It prints 
up to 64-page sections, 8%” x11” size (or 
multiples), at a rated speed of 20,000 sec- 
tions per hour. Whatever your printing needs 
— magazines, catalogs or colorful broadsides 
— let us show you what we can do. 


®@ From art to mailing 


@ Intelligent produc- 
tion counseling 

@ Finest web-fed off- 
set and letterpress 
news-color printing 


HENRY WURST, Inc. 


$50 INDUSTRIAL BLVD. e KANSAS CITY 15, KANSAS 
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IS THERE A HOUSING SLUMP? Although housing starts 
have dropped from their ’55 peak...the number of houses 
which make up large scale projects are on the increase! In 
fact, the proportion of home building classified as heavy 
construction has grown from 18% in ’51 to an expected 43% 
in 57. Practically every aspect of construction gets involved 


ENGINEERING NEWS-RECORD + ABP ABC + A McGRAW-HILL 


in a mass housing project—site development, road building, 
water supply, sewage disposal, schools, shopping, etc. That's 
why this market should be sold through construction’s basic 
magazine —Engineering News-Record—the only magazine 
that provides truly penetrating coverage of all levels of this 
billion-dollar-a-week industry. 


PUBLICATION + 330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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Western European 
Markets Surveyed 
in JWT’s New Book 


New York, July 2—J. Walter 
Thompson Co. has produced a fact- 
filled guide to the markets in 
western Europe. 

“The Western European Mar- 
kets” (McGraw-Hill Book 


Co., | 


$18) is an authoritative study of| 


the European economy, useful as 
a basic reference book. 

It outlines broad economic 
trends in Western Europe, gives a 
market profile of 21 countries and 
summarizes features of market re- 
search, distribution and advertis- 
ing. 


| 


this electronic marvel 


helps put quali see containers 


om your filling line 


® The European nations are com-| jwitiAL—With this two-color bleed spread in July issues of business 


pared by such standards as popu- 
lation, consumption, imports and 
exports, auto registrations and tel- 


ephones. The 288-page book con-| 


tains 14 maps. 


publications, Ball Bros. Co. inaugurates a new series for its com- 
mercial container division. Poorman, Butler & Associates, Muncie, 
Ind., is the agency. 


Four JWT executives—Stanley | kets” is the third in a series of; president; Lynn Ellis, Batten, Bar- 
Resor, board chairman, and vps| JWT studies on world markets.|ton, Durstine & Osborn, vp; Ger- 


Arno Johnson, Vergil Reed and 
Thomas Mason—introduced the 
book to diplomatic representatives 
of Buropean nations at a luncheon 
meeting in Washington. 


s Addressing the meeting, 


ropean economy is likely to grow 
faster than that of the U. S. in the 
next 25 years. He noted that while 
per capita consumption in the U. S. 


was about three and one half times | 


as large as western European 
per capita consumption in 1950, by 
1955 “the U. S. per capita con- 
sumption was only three times that 
of Europe. Over the next 25 years, 
even with the American standard 
of living doubling, this gap can 
be expected to narrow still fur- 
ther. 


“The Western European Mar-| 


Mr. 
Johnson pointed out that the Eu-| 


The preceding companion volumes | trude Corrigan, J. C. Corrigan Co., 
were “Population & Its Distribu-|treasurer, and Julie Forcier, of 
tion,” a study of the U.S. market,| Henry A. Loudon Advertising, sec- 
and “The Latin American Mar- retary. 
kets.” # 
Wings Names Meksin 
Raytheon Appoints Lewis Jack Meksin has been named ad- 
Raytheon Mfg. Co., Waltham, | vertising manager of Wings Shirt 
Mass., has appointed Marvin C./Co. and Wings Boyswear Inc., New 
|Lewis, formerly sales manager of | York. He formerly held sales pro- 
|Nuclear Magnetics Corp., Boston,| motion positions with Simplicity 
as supervisor of product advertis- | Pattern Co., Advance Pattern Co. 
ing and sales promotion for com-|and International Latex Corp. 
munications, developmental and | 
industrial products. He replaces | O'Connell Names Myers 
William Week, who is now Ray- Ralph R. Myers, formerly assist- 


theon’s product planning manager. ant sales promotion manager and 


|marketing consultant of United 

Boston Group Elects Printers & Publishers of Boston, 

The following officers have been | has joined Richard O’Connell, New 

elected by the Boston Junior Ad- | York, radio-tv station representa- 
club: Al Smith, Smith & Welsh, | ive. 
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Network Gross Time Charges 
Source: Publishers Information Bureau 
NETWORK TELEVISION 
May May % Jan.-May Jan.-May % 
1957 1956 Change 1957 1956 Change 
$ 7,258,807 $ 6,639,132 + 9.3 $ 33,681,510 $ 32,361,238 + 4.1 
20,331,441 18,260,894 +11.3 98,429,274 88,563,636 +11.) 


. 15,878,585 15,710,403 + 1.1 79,120,519 75,342,803 + 5.0 
$43,468,833 $40,610,429 + 7.0 $211,231,303 $196,267,677 + 7.6 


1957 NETWORK TELEVISION TOTALS 


ABC CBS NBC TOTAL 
RIIEIG ~ wecsrninsievicoe $ 6,715,781 $20,231,474 $16,554,941 $ 43,501,996 
6,175,488 18,309,088 14,900,631 39,385,207 
6,848,848 20,172,173 16,631,974 43,652,995 
6,682,786* 19,385,098 15,154,388 41,222,272* 
7,258,807 20,331,441 15,878,585 43,468,833 
$33,681,510 $98,429,274 $79,120,519 $211,231,303 


*Revised as of June 26, 1957. 


Spellman Adds Five WPST-TV Appoints H-R; 
Spellman Associates, Boston,| Wil] Be ABC Affiliate 

which was launched in May this H-R Television, tv station rep- 
year by John W. Spellman Jr.,| resentative, has been named to 
formerly marketing and sales de-| handle WPST-TV, Miami, which 
velopment executive for the Bres-| jis scheduled to go on the air Aug. 
nick Co., has been named to han-/ 1, 1957, as an ABC TV affiliate. 
dle Red Coach Grills, Industrial} ABC Radio has been covering 
Stainless Steels, Eriton Corp.,/the Miami area with its affiliate 
S&E Chemical Co. and Jenson| wiry, Ft. Lauderdale. Walter M. 
Laboratories. In addition, Spell-| Koessler, formerly managing di- 
man has added Roy C. Bruce Jr.,| rector of WGBS-TV, Miami, has 


| 


formerly advertising and _ sales| been named as station manager of 
promotion manager of Globe-| wpsT-TV. 

| Wernicke Co., as account super- | 

visor. Baird Named Adams VP 


Gordon F. Baird, account ex- 
7 : ecutive on Studebaker-Packard at 
| ee ee oe Burke Dowling Adams Inc., New 
bree - +e oe . ber » Ad- | York, has been elected a vp of 
| Deen elected chairman Of the AC \the agency. With the agency since 
vertising Typographers Assn. Of)j,:+ year, Mr. Baird formerly 
America, New York Group. Other| headed his own shop, Gordon 
officers elected include Frederic N.| Baird & Associates. 
Phillips, Frederic Nelson Phillips | 
|Ine., Ist vice-chairman; Robert T. | WOXR Add 
is Klempner 
Schmidt, Frederick W. Schmidt | oe Klempner, Tamed on 
Inc., 2nd vice-chairman; and Al-/|the sales development staff of 
fred Applebaum, Artintype Inc.,| ABC Radio, has been named to 
| treasurer. Glenn C. Compton con-|the post of director of sales de- 
'tinues as executive secretary. | velopment at WQXR, New York. 


Ad Typographers Elect Miller 


Dialmanship? Selectivity is what it’s 
all about. Today—the televiewer 
decides before he dials. You have to 
pre-sell him. You have to hammer 
hard on tune-in promotion. 

When you recognize the importance of 
Dialmanship, you realize the influence 
of TV GUIDE. Every day, all week, 
more than 12 million televiewers turn 
to TV GUIDE before they tune to you. 
Gad, what a place to talk tune-in. . . 
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Griswold-Eshleman, | 
F&SE&R Win 5 of 8 | 
Cleveland Awards | 


CLEVELAND, July 2—Industrial 
advertisers here took six of the 
eight awards in the Cleveland t. f. | 
Club’s seventh annual competition, | 
which the club calls the largest re-| 
gional industrial ad contest in the | 
nation. 

Leading agency was Griswold-| 
Eshleman Co., with three winning 
clients. Next came Fuller & Smith 
& Ross representing two winners. 

Carr Liggett Advertising Inc., 
with one 1957 winner, was the 
only agency to repeat from last 
year. 

The competition attracted 183 
entries, a club record. They repre- 
sented industrial advertisers in 
Ohio (except Dayton and Cincin- 
nati) and in Buffalo and western 
Pennsylvania. The contest drew 
140 entries in 1956. 


eight winning advertising manag- 
ers and agency account executives 
at the club’s annual outing July 11. 


s Judging the four categories were 
Arthur W. Cowles, vp, Marsteller, 
Rickard, Gebhardt & Reed, Chica-| 
go; Harold A. Harty, advertising 
director, Wolverine tube division, 
Calumet & Hecla, Detroit, and 
George Robertson, manager of pro- | 
gram planning and research, ap- 
paratus sales division, General 
Electric Co., Schenectady. 
Following are the company rep- 
resentatives and agency men who 
will receive plaques; all are in 
Cleveland unless otherwise noted: 
Introductory advertising: Page—Steve 
Salvage, Timken Roller Bearing Co., Can-| 
ton, and Fred |. Sharp Jr., Batten, Barton, | 
Durstine & Osborn. Fractional page—| 
K. Seelbach, Cleveland Range Co., and) 
Cc. J. Van Duyn, G. M. Basford Co. | 
Testimonial advertising: Page—E. L. 
Murray, Warner & Swasey Co., and Wil- | 
liam L. Hoke, Griswold-Eshleman Co. | 
Fractional page—John N. Schwaller, Ram- 
set fastening systems, Olin Mathieson 
Chemical Corp., and Clay Herrick, Fuller | 
& Smith & Ross | 
Institutional advertising: Page—Henry 
T. S. Heckman, Harris-Seybold Co., and 
John S. Manuel, F&S&R. Fractional | 
page—Leland W. Long, Mallory-Sharon | 
Titanium Corp., Niles, and Howard V | 
Reed, Griswold-Eshleman 
Inquiry advertising: Page—Dr. H. B. Os- 
born Jr., Tocco division, Ohio Crankshaft 
Co., and John F. Wilson, Carr Liggett Ad- 
vertising. Fractional page—Edward Crafts, 
Brush Electronics Co., and Howard V 
Reed, Griswold-Eshleman. = 


Dailies Pay lowa | 
June Grads Lowest 
Starting Salaries 


Iowa City, July 2—June jour- 
nalism graduates were offered the 
lowest starting salaries by daily 
newspapers, Murvin H. Perry, head 
of placement of the State Univer- 
sity of Iowa journalism school, re- 
ported. 

Average weekly starting salaries 
offered by daily newspapers to| 
June graduates were $78 for men 
and $62 for women. 

This is $7 lower than the average 
salary of $85 per week received by 
13 men who completed their work 
in the school of journalism this 
spring. 

It is $12 below the average of 
$74 per week for six women who 
took jobs in journalism this spring, 
the university official reported. 


s Highest salaries offered to jour- 
nalism graduates were for posi- 
tions outside of journalism. One 
young man received $109 per week 
in a management training pro- 
gram, and two young women ac- 
cepted offers of more than $80 a 
week, one as a high school English 
teacher and one as a bank trainee. | 
Lowest salary accepted was $50 
per week. It was offered by a daily | 
newspaper to a girl who wanted to | 
work in the same town where her 
husband was employed. # | 


sional point of 
a on 4 purchase display 
AMPEX a has been pro- | 


of OAI. 


| Smith Named VP 

| Hugh D. Smith, former adver- 

|tising director of Petri Wine Co., 
TRICKY A new and presently regional manager of |partment of Macfadden Publica- 
three-dimen- ‘he San Francisco office of Out- 
doer Advertising Inc., has been 
|named vp and West Coast manager 
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Shoemaker Joins Mactadden 


Warren W. Shoemaker Jr. has 
| joined the advertising sales de- 


tions in the Chicago office. Mr. 
Shoemaker was formerly with 
the general sales division of Ar- 
mour & Co. for 18 years. 


HOME EK SYSTEM 


duced by Ampex 


Audio Inc., Sun- 
nyvale, Cal. 
maker of stereo- | 
phonic sound sys- 
tems for the 
home, as the first 
of a _ series of 
dealer aids. The 
new company is a 
subsidiary of Am- 
pex Corp. 


Two to ‘American Home’ 


K&E Names O'Neill 


| Eckhardt, New York. 


influence. That's why I'm glad Lamson & Sessions adver- 
tises in PURCHASING NEWS.” 


“| SELL CAP SCREWS TO THE OEM" 


“We sell many types of fasteners for 
Original Equipment applications.” 
“And one man I have to sell is the Purchasing Agent.” 


W. H. Everett, formerly with| Desmond O’Neill, formerly asso- | “In the metalworking market, he’s a prime buying 
McCall’s, and Walter Rogers, for-|ciate media director of Bryan 
merly with Family Circle, have| Houston Inc., has been named 
Plaques will be presented to the| joined the New York sales staff| broadcast buyer for Kenyon & 
of American Home. 


says 
Fred Walker 
LAMSON & SESSIONS 


THE PETERSEN READER ... six of a series 


LL) 


wy, 


HOT ROD 
ye. a 


3K THE PETERSEN AUTOMOTIVE GROUP (Motor Trend, 
Motor Life, Hot Rod) has an ABC circulation of 1,112,278, 
and a combined readership of over 4,000,000 —- unquestionably 
the “World’s Largest Automotive Consumer Readership!” 


PETERSEN PUBLISHING COMPANY ¢ 5959 Hollywood Bivd.,Los Angeles 28, Calif. ¢ HOllywood 2-326! 
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The man who drives more, buys more 
automotive products and services. That’s 
why your advertising discovers fertile 
sales ground in Petersen Automotive 
Group magazines. Each year the P.A.G. 
reader drives 6,000 miles farther than 
the average motorist. And he’s 4,000,000 
strong — America’s huge bonus market 
for automotive products. 


From Bennett-Chaiken Survey, 1956. 
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She might 
fix a rose 
petal potpourri 
—the article 
on page 76 
tells her how. 


She might wonder, 
"Don’t Husbands Have 
Any Responsibility?” — 
like the article wonders 
on page 36. 


She might try that 

elegant shrimp and 

pineapple salad idea 
on page 64. 


Maybe she’ll admire 
the dress Fred Astaire’s 
daughter wears on page 56 


and get something like 
be it for herself. 


What will the July Journal 
do to your wife? 


A woman may not make everything in the Journal 
a physical part of her being... 


But she certainly makes it an emotional part. And she 
enjoys adapting the Journal’s ideas to her own ideas. 


This is because of the way Ladies’ Home Journal 
is edited. Women know that everything in the Journal 
was selected just for them. 


Women have a world of their own, you see—a wide, 
wonderful world. A world that is both thoughtful—and gay. 
Busy—and carefree. Because the Journal has captured this world 
more successfully than any other magazine, more women buy and read 
the Journal than any other magazine on earth. And this is why 
advertisers—whose products and services are part of a woman’s world, 
too—invest more money in the Journal than in any other 
women’s magazine. 


In July, revenue continues up—14.4% over July, 1956! 


Women have a world of | adi 
their own...and a Home 
magazine of their own... 


A CURTIS PUBLICATION 


* No. @ in newsstand sales * No. @ in advertising revenue 
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dvertising Age 


Opinions expressed her~ are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


Word Slingers Slug It Out with Words .. . 


Famed Copywriter and Agency Head Answers Some 
Questions About Copywriters and Copywriting 


Copywriting Gets Attention 


Statistics Tire the C.M. 


More Match Men in Drawthinks 


Groundwork for Bargaining 


The final spring meeting of the Chicago Copywriters Club featured a panel of topflight agency and retail ad executives 
who were supposed to answer questions from and about copywriters. A sample selection of some 20 questions was circu- 
lated to the panel in advance, including some of the most forthright questions that could be asked of an agency head. One of 
the panelists—Leo Burnett, chairman of the Leo Burnett Co., and himself a famed copywriter—did his homework, and came 
prepared with written answers to all the questions. They are so cogent and forthright that most of them are presented here. 


How can a copy chief, who actually 
writes copy, keep from competing 
with the writers under him? 


A copy chief who actually writes copy 
cannot keep from competing with the 
writers under him, and he shouldn’t. It 
is both inevitable and desirable. His prob- 
lem is to compete in such a way that his 
writers are stimulated rather than re- 
sentful; that they respect his ability as 
well as his judgment. 

He can be sure the competition is fair 
by seeing to it that the ads he does and 
the favorite ads done by the writers on 
the same assignment are presented with- 
out bias to a plans board or some other 
highly-qualified judge of advertising 
without the identity of the writers being 
known. 

A copy chief who writes should make 
sure he takes on his share of the no-glory 
assignments and should, insofar as possi- 
ble, confine his writing to the really 
tough jobs. 

The way I see it, this competition is a 
good thing for all concerned. It keeps the 
copy chief on his toes, and producing— 
and it makes writers think a little harder, 
try a little more, before they enter a cam- 
paign idea. 

I am sure some of the writers in our 
shop think that having to compete with 
the copy chief has been the greatest cre- 
ative stimulus they have had, and has 
helped them develop and grow. 


s One of our top copy supervisors puts 
it this way: 

“The only way a copy chief who ac- 
tually writes copy can keep from compet- 
ing with the writers under him is by 
taking up Yogi, and entering a permanent 
state of suspended animation. It can’t be 
done otherwise, unless the title is strictly 
an honorific one and he really operates 
as a writer, confined to his own group of 
accounts. 

“This problem used to bother the hell 
out of me when I was a staff writer. 
When I became a copy chief in another 
agency, it didn’t look like a problem any 
more. Copy chiefs are entitled to have 
fun too, aren’t they?” 


Outside of crying on the boss’s shoul- 
der, what could a copywriter do when 
he can’t get the ad he “sees” out of the 
art department? 

Before he cries on anybody’s shoulder 
the first thing for the writer to do is to 
ask himself this question: “Is my concept 
as good and as clear as it should be, and 


a eo 


leo Burnett 


have I really thought it all the way 
through?” 

Then, if he fails to get what he “sees,” 
he might try going to the head of the art 
department. Maybe the head of the de- 
partment can provide the clairvoyance 
needed or maybe a new art director 
should be assigned to the account. How- 
ever, what the writer thinks he “sees” 
may be no good. A lot of poor writers 
“see” things they will never get out of an 
art department no matter what happens 
—and a good thing, too. 

Many an art director fails to see the 
obvious because he feels no sense of par- 
ticipation in the development of the idea. 
It is up to the copywriter to make him 
feel that sense of participation. 


s In my own case, I have done a lot of 
scrounging around in magazines and have 
often brought to art directors clippings 
which help to give them some inkling of 
what I think I “see.” 

Also, over the past 25 years, I have 
kept a file of ads called “Ads Worth Sav- 
ing.” I don’t mean that I have tried to 
compete with Julian Watkins in selecting 
the 100 greatest ads, but have simply 
saved ads which for one reason or anoth- 
er looked important and believable. A 
review of this file with art directors also 
helps to crystallize the thinking in many 
cases. 

Generally, I don’t feel that copywriters 
work closely enough with art directors. 
In all too many cases the art director is 
likely to get a few meaningless scratches 
on paper and some copy so loaded with 
subheadings and text that no art director 
on earth could make anything of it. Some 
writers are unbelievably naive on this 
score. 


® Often also the client and/or the ac- 
count executive so restricts the job with 


“musts” that no advertising worthy of 
the name can possibly emerge. 

If a good ad is to become an effective 
piece of communication, with headline, 
copy, layout and art integrated with the 
single purpose of projecting an idea with 
interruption, clarity and _believability, 
then it seems pretty obvious that inti- 
mate and harmonious collaboration be- 
tween the writer and art director is nec- 
essary. A lot of art directors are good ad- 
vertising men. I have seen some of them 
write mighty good headlines—copy too. 


One of our copy supervisors has a mis- 
chievous and amusing, but I am afraid 
not too constructive, answer to the ques- 
tion. He says: 

“The copywriter should always be on 
good terms with at least two art directors 
in addition to the one regularly assigned 
to an account. Then he can sneak around 
and ask for help on a personal favor basis. 
How he explains this later is another 
matter—besides it’s not part of the ques- 


tion!” 


Why are copywriters so often the last 
in line for top management jobs? 


If they are, which I doubt, it may be 
because the copywriter himself is a little 
one-sided, taking the attitude, “I write 

don’t bother me with details on 

whether the agency loses money on the 
account.” 

I can think of six specific reasons why 
some copywriters do not seem to qualify 
for top management positions. These are: 

1. They make a career of being non- 
conformists. 

2. They dislike details and frequent- 
ly handle them badly. 

3. They have difficulty in seeing the 
whole picture, of recognizing the need 
for an agency to concern itself with 
anything other than the creative side 
of the job. 

4. They are likely to be introverts, 
poor at working with others or leading 
others, in contrast to their ability to do 
a superb job when working alone. 
Frequently they prefer to work alone 
rather than with others. This is good 
for a copywriter, not for a man in top 
management. 

5. The copywriter is often inarticu- 
late and inept at selling himself and 
his point of view. 

6. As a strong individualist, the copy- 
writer is likely to be contemptuous 


of the opinions of others. 

This is simply another way of saying 
that many copywriters are lone wolves. 
They’re lone wolves because creative 
work is lonesome work and requires in- 
dependent thinking, and the ability to 
stand on your own feet, mentally. 

So a copywriter who isn’t a lone wolf, 
in a manner of speaking, isn’t apt to be 
a terribly good writer. It’s a vicious cir- 
cle, but a lot of writers have made the 
transition. It just depends on the man, 
his makeup, and whether he wants to 
badly enough or not. 

The writers who are not of the man- 
agement type but who do get to top man- 
agement often do so at their own and 
the agency’s loss. 


Why so many ads for “copywriters 
under 40”? Isn't 65 the age for retire- 
ment? 


It seems that old taboos never die and 
sometimes they don’t even fade away. 

This happens to be a pet peeve of nine, 
and not only in relation to copywriters. 
It’s an utterly arbitrary and stupid lim- 
itation. I have always agreed with the 
statement that “a man’s age is deter- 
mined by what lies ahead of him” and if 
a man of ability has the urge to keep his 
copy fresh and believable, I don’t believe 
he should have any concern about the 
date on his social security card. I’ll join 
a crusade if anyone wants to start one. 

I suppose most agencies looking for 
writers feel that the ones under 40 are 
least apt to be hide-bound by out-of-date 
approaches. As a general rule, in all 
crafts, the younger people seem to have 
the fresher ideas, but certainly that isn’t 
always the case. 


s Writers over 40 who have fire and 
ideas to go with their experience are 
likely to be supervisors or copy chiefs. 
This would seem to say that writers over 
40 whose salary requirements fit the bulk 
of the jobs open are tired old hacks. But 
I don’t believe this is true. I know of too 
many good writers who have just found 
themselves at 40 or thereabouts. 

In our business we seem to spend 10 
or 15 years training good writers and 
then turn them into something else when 
they get around 40. As a result, most of 
the people actually writing ads today are 
under that age. This is management’s 
fault, and I believe it is bad. 


bw should a copywriter change his 
jo 


To answer this question, I am going to 
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quote the opinions of some of our copy 
supervisors. They go like this: 

“A copywriter should change his job 
when 

a. He finds the agency with whom 
he is working doesn’t really believe in 
the end product but regards creative 
people as a necessary evil. 

b. He has gone a long time without 
a raise, although he feels he is doing 
good work and other agencies are will- 
ing to pay him substantially more than 
he is getting. 

c. He finds he has been typed as a 
particular type of writer and his ef- 
forts to get more varied assignments 
are rebuffed. 

d. Another agency offers him re- 
sponsibilities which his present agency 
is unwilling or unable to offer him.” 
Another says: 

“The worst reason I can think of for 
changing jobs is to escape problems. 
Most problems are a reflection of a per- 
son’s own inadequacies and, Dr. Freud 
to the contrary, there is not much he can 
do to escape those. There are some ‘writ- 
ers’ who are finally forced fo the conclu- 
sion that they are not writers after all.” 

Now here is what sounds to me like a 
very sage piece of advice: 

“There are, of course, lots of reasons 
for changing jobs. Most of them can be 
remedied or fixed or minimized either 
by time or management. In other words, 
they are not unequivocal reasons for 
change. 

“However, a few are. The way I see it, 
if you are in a job where you do not be- 
lieve in the basic integrity or honesty of 
the agency and its management, by all 
means leave. Neither money, opportunity, 
security, promises or anything else can 
make up for that fault. You will never be 
happy and nothing good can possibly 
come out of a relationship such as this. 


s “The other basic reason for changing 
jobs is the agency’s fundamental attitude 
toward the creative idea. If creative sell- 
ing ideas are not the agency’s reason for 
being, then a creative man will never be 
happy there. It doesn’t really matter if 
the agency prefers its creative ideas to 
be verbal or visual or broadcasting or 
print or merchandising. As long as the 
agency is built around the production of 
creative ideas, it’s the right kind of agen- 
cy for a creative copywriter. He can ad- 
just, or the agency can adjust, to accom- 
modate one another’s point of view or 
particular talent. 

“But, if your agency considers some- 
thing other than creative selling ideas as 
its core reason for existence, then the 
copywriter can never be truly productive, 
successful or happy there.” 


® Another man, 
says: 

“T once changed jobs because the agen- 
cy began to consider me the smartest guy 
in the shop. There was so damn much I 
didn’t know that I figured I’d better go 
some place where there was someone I 
could learn from. And that’s one of the 
soundest reasons I know of for changing 
jobs. 

“For a writer, there’s no happier type 
of shop than one headed by creative peo- 
ple. There are, of course, too few such 
agencies. But when a salesman-type shop 
lets its hunger for billing affect its crea- 
tive judgment or output, a writer would 
do well to get out. 

“A writer is entitled to have fun at his 
job. I do not feel this is incompatible with 
good work or seriousness of purpose. 
When it ain’t fun, for whatever reason, 


go somewhere where it is fun.” 
% * * 


with equal sagacity, 


Taking my cue from this, I think it can 
all be wrapped up by saying that a copy- 
writer should change his job when it is 
no longer fun to come to the office in the 
morning. 


Do you believe tv and print should be 
handled by different groups of writers? 


Sa as ean 


It all depends on what you mean by 
“handle.” The development of the over- 
all selling base and theme for a campaign 
obviously calls for the best creative 
brains of the agency, including print, 
broadcasting, marketing and _ research 
people. 

Once such a direction is agreed upon, 
I believe the execution falls rather sharp- 
ly into two parts—print and broadcasting. 
By broadcasting I mean both film and 
live tv and radio commercials. 

The man who has been brought up in 
print advertising is apt to take this atti- 
tude: “Advertising is advertising. A good 
creative man should be able to create it 
for any medium. The technical demands 
of television film writing can be quickly 
learned and there are, in large agencies, 
film men who can quickly tell a writer 
what the camera can or cannot do. The 
idea that television is a thing apart is a 
myth furthered by people who fear tele- 
vision because they do not understand it, 
and by tv copywriters who want ‘ex- 
pert’ privileges without competition.” 


® He regards most so-called tv writers 
as “gimmick guys” and feels that it’s eas- 
ier to teach a print writer the few things 
he should know about the dos-and-don’ts 
of tv than it is to make an adman out of 
a guy who worries too much about irises 
and barndoor wipes. 

I think that when television came on 
the scene a lot of people who came to it 
from radio and various phases of the 
show business may have deserved the 
description of “gimmick guys.” They 
came to look upon themselves as hot shots 
and geniuses in a new medium with new 
techniques and with a new vocabulary 
which they or nobody else really under- 
stood. Basically unsure of themselves, 
they adopted a defense mechanism which 
sometimes made them a little ridiculous 
in the eyes of real advertising men. 

Today, I think and hope that a new 
breed is emerging. You might call them 
“broadcasting creative men.” 


s One function of an agency, as I see it, 
is to grow its own future leaders, and it 
should set up no handicap by barring its 
tv writers from becoming complete ad- 
vertising men and by preventing its good 
print people from learning about televi- 
sion. 

But there is far more to television than 
irises and barndoor wipes, just as print 
advertising is more than a choice be- 
tween Cheltenham and Caslon type, be- 
tween long copy and short copy or 
between paintings or photographs. 

I don’t believe that the handling of 
broadcasting in what has been essentially 
a print group can lead to anything but an 
amalgamated porridge of talent; the two 
functions should operate side by side 
with equal status on a closely coordinated 
basis with mutual confidence and respect. 


# I do believe, however, that there are 
many print writers who have the back- 
ground and the aptitudes to qualify them 
as broadcasting creative men, and there 
may be a few writers in television who 
might be better off in print. 

Because of the newness of tv as a me- 
dium you find more mature advertising 
judgment among print writers. There is 
no such animal as a strictly television 
writer who has been an advertising man 
for 20 years—even 10 years, for that 
matter. 

In looking to the future, however, I 
believe it is pertinent to try to paint a 
picture of the ideal creative broadcasting 
man as I see him: 


® A television writer must be many dif- 
ferent people when he writes a commer- 
cial. 

Firs!, he is the person charged with 
getting the idea for a commercial or se- 
ries of commercials that successfully in- 
terprets or projects the basic strategy 
and theme of a campaign. An idea, by 
the way, that is not just a headline, or a 
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This Tidewater ad brings back memories of years ago when so many ads 
appeared proudly showing off the factory. 

Tidewater’s new $200,000,000 Delaware refinery, the copy tells us, “is the 
largest single refinery project ever built. It required 17,000 engineering 
drawings—200 acres of blueprints—80,000 tons of steel—120,000 cubic yards 
of concrete—1,000 miles of pipeline—and the moving of 17,000,000 cubic 
yards of earth.” 

For readers still awake at this point, it continues, “Its crude unit, fluid 
coker, catalytic cracker, catalytic reformer, extraction plant and hydrodesul- 
furizers...are the world’s largest.” You should try this at night, some time, 
when you have trouble getting to sleep. Works like a charm. Anyway, never- 
theless and notwithstanding, the copy winds up with the following flourish: 
“Never before has a refinery been planned, from the ground up, on so vast 
a scale... and the result is the best in gasoline!” 

We have seen this ad in any number of places and, if we are not mistaken, 
even passed a billboard somewhere tying in with it. It may not sell many 
people on Flying A gasoline, but there’s one thing we’re sure of and can 
confidently predict: it most certainly will sell the board of directors. 

Anybody got a No-Doze handy? #* 


block of copy, or a single illustration, but 

an idea for a total production composed 

of many parts—words, pictures, sound, 
movement, people and places, time, emo- 
tions, you-name-it. 

In addition, in every commercial he 
writes, he is: 

—a writer—of the spoken word, an art in 
itself. This is writing that somebody 
must eventually speak or sing. It is 
living writing. It is writing of special 
words that must complement pictures, 


and meaning and emotions the mo- 
ment he puts a pencil to paper. 

—a designer—for he must describe (as 
he writes) what sets, backgrounds, 
and locations his people and products 
appear in. 

The writer-as-designer must know 
what effect he is after, and the right 
setting to accomplish the effect. 

Is it to be realism? A house, a living 
room, a kitchen? What kind? What 
age group lives there—what income 


not explain them; words that must level? 
flow, be easily understood, be alive. Is it outdoors? Where? Why? What 
This is writing that knows when no do we see? 


words are required—knows when a 
look on an actor’s face or a gesture 
says it all. 

—a director—for he must plot the actions 
(as he writes) of people and objects— 
whether live-action or animation. Who 
moves where and when? Is there 
enough time to make the move? Does 
the action flow? Does the meaning of 
each scene, each picture come through? 

Again, the writer-as-director must 
put into words what he visualizes the 
action to be. He is creating people 
when he writes; he is creating mood 


Is it fantasy background? Stylized? 
Art or three-dimensional? 

What time of year, time of day? 

Everything you see on the screen 
contributes to a total effect on you— 
consciously or subconsciously. Thus 
everything in a scene must have a 
meaning and reason for being there. 

—an artist—for he must describe (as he 

writes) what each picture, in succes- 
sion, will look like—both in a story- 
board and in a camera. 

Where is the viewer in relation to 
the scene? Does he see an entire room 
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EDITORIAL VIEWS ON 


Are we overbuilt in hous- 
ing? Yes, in some areas 
we are. It was bound to 
happen. A bonanza always 
attracts a lot of "pros- 
pectors". 


The threat of over supply 
was apparent for some 
time, so why did house 
building continue at so 
fast a pace? What will 
happen now? 


The demand is still there. 
There is no doubt that the 
American people have been 
sold on the benefits of 
home ownership. Soon — 
when we can make effective 
demand match real demand 
— 80 percent of our fam- 
ilies will own their 
homes. But the buyer today 
is selective and takes 
more time to make up 

his mind. 


Here are some reasons why 
some builders (tract 
builders particularly) 
kept right on going in the 
face of "warning" signs. 
Some felt that with a 

few extra appointments 
they could sell houses 
over their competitors, so 
they merely "souped up" 
their models. Some had 
commitments so large 

that they were afraid not 
to go ahead because of 
money invested in land and 
overhead. Some did no mar- 
keting analysis. Anyway, 
most of these practices 
are stopping. Many of the 
"opportunists" have left 
the business. 


The thoughtful builders, 
and those whose life is 
home building, are doing 

a little thinking, more 
advance planning, stricter 
marketing appraisal. We 
are in an era of re- 
adjustment, preparing for 
a new surge in home build-— 
ing. It's going to be a 
good thing for the in- 
dustry -— a better 

and more stable future 

for builder and home 

buyer alike. 


EXECUTIVE EDITOR, PRACTICAL BUILDER 


Write for your copy of “How Builders Buy . . . 
and Why!" A revealing report on the Washing- 
ton, D.C. National Housing Center Conference 
between builders and manufacturers. 


FOR FULL SALES POWER...YOU NEED PB! 


N SELLING the Light Construction Market, there 
has never been a best time for having “all 
your eggs in one basket’’—but never a poorer 
time than today. With new home construction 
“off” from 1955 levels and striving hard to match 
even last year’s totals, you have to run faster just 
to stay where you are. 


You need full sales power . . . all the time. Selling: 


the home builders who were “up” last year 
(they’re “‘down’”’ this year) isn’t enough. Selling 
“big” builders isn’t enough, nor just “average”’ 
builders, nor just “small” builders. It isn’t enough 
to aim your selling at just the new home segment 
(42%) of the market. Today, more than ever, 
you’ve got to get as much coverage and penetra- 
tion into the entire $40 Billion Light Construction 


Practical | 
Builder \ 


“a sOw 1000" macener 


Market as you possibly can. 


First of all, you need Practical Builder, the mag- 
azine that reaches more builders—better. Edited 
by builders for builders, PB covers all the build- 
er’s interests all the time—new homes, non- 
residential building, remodeling and modern- 
izing. The most professional staff in the field, 
PB’s editors are also the most quoted, because 
they speak with more knowledge, more authority 
and more impact. 


That’s why Practical Builder delivers . . . at low- 
est cost ... the greatest builder-circulation, the 
greatest builder-belief, the greatest builder buy- 
ing power of any book in the Light Construction 
field. That’s why you need PB! 


PRACTICAL BUILDER 


SERVING THE ENTIRE LIGHT CONSTRUCTION MARKET 


5 South Wabash Avenue, Chicago 3, Illinois 


Also publishers of the famed DSF—builder’s Data & Specifications File. 


fees: SSS lg, le ig, a Be eS ec Fe ae ee : Ree ne eee ae ee ee ae 
Sac. - | Reece Wee ee . + a Spas ae _ * BS ee —— USE: eee ne otc Nee a ee ree keel Oa “aes 
AY om a ee. a > a — be ene. e ., Sapae aa as re i i a le a ne ae "oe oe ew ee ee 2) fg ea ee eae aR a a oe 
a, es Be ee ee Rs acer) ae eS oe ee han a? a i me) eae ee, ~<a el eee ake 
- eek oe. | rs Re sy Rie: pee a ae a ao ae Va gegen een re ieee a ° : oe Fe RE ae or ee 
= - - vite ee ee “eee zy ate ) a ane ee ici ee. a a Se a . 
one aa aa sede Goan : eee ae ee ee ie ae Be. ey ae : = es Ea Sa Beg gg . eng 2s ee Ee Oe te Led go Ree BS eh Bayi. Op tere 
eee Baki cee g Oe eee gee oes ieee * ae ei eS Bt SS la Bay ceniea Oise oe a ie ae Ree Be aga doe renee ee, a 
| 
2 SS 
| — 
ea Ry I - a “ZZ Pea 
———— -- . aR ems HOH a] “= . “= a ; oe ale 
oe ee ) : 7 " | ge 
: , s : , 4 4 a oe. 
; " : . rp ond are x . a % ’ s ; | eet 
te / ’ 4 ™ { | . “sa e 7 a 
9 : % i AD | lie met 4 - ed 
- x : : : A 4 ¢ 
: #3 P oi NE C7 7 '', Ly 
a — = 4 \ wi ni. , ; CE't ihe i= pares 
bare 3 F - ' : ~ : : 4 i = 1 » ee i 
v | a i i Nj 4 bs L AM if ial * , a : | fa - 4 ore 
a a ~ a }) n : j ¥ 7 - - yy ¥ ee te * : 
<a ™ | i heey ee : wi 5 hes aan 
wal) Bitar ee ie) SC 
: é xX» , as) <2 Se 
| ’ a 4 “ae la ee Be ee 
‘ . ‘ 7 ‘ ¥ ae 
a ae, hoe art. -e & . ” on fom ge : a, i 
Wg Vea. sam Uj Ae ae 
i in. é 3 * a tad 
a * —- Se 2 _— SS... (4 “a, | ee 
nly OOS m ak ~ = il ™ 
a “4 Ca ka ey - \ ot a ae od sae on * : ~ OORT oi Ns a a 5 SS ae ; sas 
peer | +m ee Nar ze ad Ps 
—- a a ry 4 cs q . inc 
i 
he 
a 
oe 
oe 
a 
ee a. 
ip: 
— 
aid ae gues _ i 
ae fas ee * —_—— 
Sieaiiie | i [ee , 
ieee eee — | . 
ace aos ‘ ee a eee EEE * 
¥ . a ; 7 
ae ee 1 ee 
r on at 
) — —— 4 : 
i oe i one aa gsr ey a ‘ . ‘ a 
i ol oe ene Fe ¥ oa eg 
‘ oe ae ia? ae \ - 
+» - PSR es ton Tat! . . “ 4s 
; ‘ / x | an ' ee cae 
= - iu » : . gah ; : : : 
.. fl a q I beh i Ww ; 
i ‘a ~ Sis « dikes = nS cer, j ; . | , 
9 2 7 ny aa ~ ~ - = Re na 2 ia : e 
a a = — ‘ : a = is 
: |. Ble Book of the bight Cnotrucion halaty \ jt “ae -aan | 
ne nb of he Ligh hi OO ‘s 
; Acca a ei . ba ahs “ss fi -i 
Deane grees es ; Sate ae : ‘ SS ee > 
; te Ki ce ae = § ier 3 ae ae ~ 
—< 2 z ~~ 
te iS “is _ —— 
| + i’ 7 a | = : : - 
—. « . * — 
ae | , a ot 
: . Eas Ne mae Maing oir Sk ' 5 ie : oF —s -% 9 
: = . - a aN ‘ ; : ¥ ¢ 7 -« ee ee m 
me “ ae z= nie se mg t 2 4 : — «ee r ee ee Sepia, fie 
— se ” . pee Mp Moca meee 2 Swit se at oe 
- Be ee eee eee ‘ oo. 2 eee sh ‘ Pe ie ea i aes eee ctngs ee 
] eae Liat ; os ts eC ae ae ee ne 2 eae " eee yee ee ee “Bi 
Vee ie cae oa pe take zs : a LS TEE EOI ee Seg ae Gp RI as BN PRETO a & bs 4a A ag 0 Se IO asst oe Ree LO oF Oe aS aed eee, Stine ; Piya Pee ee 
see a a4 Ese a te eee eee a eet . re ee a ae Oy: a egret 1S Pome Sy bo 
eh SR cle emery ae er ne ew ere Nr the ee eg eee Ieee a ON Tepe, | t,o REM ING ME ear me Pommrnhs) unre ce 


Advertising Age, July 8, 1957 


in a long shot, or is the attention on 
the face of someone in a closeup? Is 
he up high on a crane, or at table- 
level, or floor-level? 

How many people in the scene, and 
where’s the center of attention? What 
are the people doing? 

What’s the mood? Night, gloomy, 
rainy? Or bright, fresh, sunny? Early 
morning or late afternoon? 

How are the people dressed? What 
does their furniture look like—their 
clothes, car, house? 

Animation? What kind—stylized, 
Disney, UPA? Partial, limited, or full 
animation? 

The artist who will draw the story- 
board and the cameraman who will 
shoot the scenes all contribute to the 
final picture. 

But someone has to, first, set the 
scene and describe in detail what the 
audience should see. 

Someone? The writer. 

—a musical conductor—for he must de- 
termine (as he writes) if and when 
music and lyrics should be used, and 
what kind, how played, and if possible, 
compose one or both. 

Is a jingle required or desirable? 
what kind, how played, and if possible, 
repetitive and insistent? 

Background music—is it required? 
Would it help the total effect? What 
kind of music—big orchestra with lots 
of strings, or a modern Shearing 
sound? Dixieland, calypso, or toy pi- 
ano? 

Vocalists? Solo or group? A capella 
or instrumental backing? What kind 
of an  arrangement—predominantly 
men or women? 

—an editor—for he must determine (as 
he writes) which scene follows which, 
how long each runs, and how each 
scene moves into the next. 

“Cut,” “wipe,” “dissolve,” and “pan” 
are not just terms to be tossed around 
casually, but are the means of accom- 
plishing a commercial that flows, that 
tells you visually how we get from one 
scene to the next. 

—A producer—for it is the writer-as-pro- 
ducer who is first charged with creat- 
ing a production (composed of many 
parts) that answers a specific need 
and job. Thus, it is the writer who is 
responsible for seeing that the pieces 
he created blend together into a suc- 
cessful production. 

A writer’s script should not be 
“saved” by the efforts of a hundred 
specialists who will work on it as it 
moves through production. It should 
be, rather, enhanced and brought to 
life by these specialists. 

Above all, the script should be a 
comprehensive blueprint of what is 
desired in the finished production. 

A writer does not do all the individ- 
ual parts—but he does create and de- 
fine what the parts should be. 


# So here is our tv writer: Idea man, 
writer, director, designer, artist, musical 
conductor, casting director, editor, pro- 
ducer. 

But he is one thing more: 

—an advertising man—for his commer- 
cial productions are created primarily 
to advertise and sell something—not 
to entertain. 

In addition to everything else he 
must do, he must also figure out how 
to persuade people to do something 
other than just watch his production. 

The tv writer is writing a complete 
sales talk. He must lead his audience 
through a sequence of selling ideas 
that not only hold their interest, but 
induce them to act upon what they 
have seen. 


s How many of these different jobs a 
particular writer can do, and how well, 
determines how capable a writer he is. 

It ought to be evident by now that a tv 
writer is a different animal from other 
writers. 


How did he get this way? 

He got the way he is because he start- 
ed out in a certain direction very early in 
his life. 

Certain things appealed to him that 
didn’t appeal as strongly to others. 

The world of make-believe and imagi- 
nation was familiar ground to him as a 
child. He was able to project himself into 
almost any situation. 


s He responded to and participated in 
music, “play-acting,” and fantasy. He 
liked the movies and radio, and liked to 
be in plays. 

In high school and college, he acted or 
worked backstage, did writing, and gen- 
erally dunked himself in the many phases 
of dramatics and self-expression. 

Before he got into advertising, he prob- 
ably worked at several jobs that were 
further extensions of everything he had 
done before. 

Some tv writers wrote plays for radio, 
some acted, some produced, some were 
musicians or artists. 

But all, in one way or another, did 
many things, and were actively interest- 
ed in many things that had to do with 
the arts—movies, theater, radio, televi- 
sion, music, and the graphic arts. 


= It is this background, this storehouse 
of information and knowledge acquired 
over many years, that the tv writer 
draws on when he creates his produc- 
tions. 

We can not tell someone who doesn’t 
have this background to “go get it.” 

Such activities and interests are not 
taken on in later life, but are things that 
have been a way of life since childhood. 


* * * 


The above description certainly does 
not fit the average broadcasting creative 
man today, but I think it is a pretty good 
job description of the ideal man. It is in- 
tended as my answer to why I think that 
if an agency is to produce both great 
print advertising and great broadcasting 
it cannot combine the two functions in a 
single group of writers. 

Both media are obviously here to stay 
in a big way and the ultimate goal, of 
course, is to produce great advertising 
men and women, regardless of media. 


How do you keep an account execu- 
tive from “copy chiefing” ads? 


There is no way to keep an account 
executive from trying to “copy chief” 
ads. The only answer is to have strong, 
experienced copy supervisors who can 
be trusted with authority. 

If a writer has a sound selling base for 
each ad, if he understands his own think- 
ing and can talk about it, and if he is any 
kind of a craftsman, he should never have 
any trouble with account executives. 
This does not mean, however, that the 
smart copywriter will fail to get an ac- 
count executive’s opinion. Some of the 
smartest advertising men I know are ac- 
count executives. The account man who 
can help make a better ad should be 
welcomed by the writer as an ally. 

The best way for an account executive 
to get along in a creative shop is not 
through master-minding copy or picking 
at it but by training himself to be a good 
reporter, constantly feeding into the cre- 
ative stream a new supply of pertinent 
information; also, promptly after meet- 
ings not attended by the creative people 
involved, giving them full credit for their 
contributions or careful explanations as 
to why certain ads were rejected or sent 
back for revision. 


Why aren't women writers usually 
paid as much as men? 

On the average, a woman writer’s need 
for more and more money is not as press- 
ing as that of a man with a family, and 
in many cases a woman is willing to ac- 
cept less because her career as a writer 
is just a preliminary to the main event. 

They aren’t usually required to work 
quite as hard as men. Generally they are 


weaker at basic planning and plotting 
strategy, less able to take responsibility 
and work on their own. 

Third, being ladies, they are not sub- 
jected to some of the more blunt expres- 
sions of opinion on their creative output 
that men are and are emotionally less 
fitted for the give-and-take of the daily 
agency operation. 

In our agency I would debate the hy- 
pothesis that women aren’t paid as well 
as men most vigorously. Our policy is to 
pay for value received, and without 
sexual discrimination. 


Men write on women’s accounts. Do 
you think the average woman could 
do a good job on a man’s account? 


I think a smart woman can sell the 
average man almost anything. 

Seriously, my answer to this one is 
that “average” is a bad word. The “av- 
erage” man doesn’t necessarily do a good 
job on any account. Any account needs a 
better-than-average man. A better-than- 
average woman should be able to do as 
good a job on a man’s account as a bet- 
ter-than-average man can do on a wom- 
an’s account. Better-than-average people 
(theoretically the only people agencies 
want to hire) don’t write by sex. 


Leo Burnett argues that you 
shouldn't promote a writer out of 
writing. Do you feel you can keep a 
top writer happy with just money— 
but without meaningful title or au- 
thority? 


Leo Burnett, as far as he knows, never 
said just that. 

What he did say, or meant to say, was 
that the No. 1 need of our business is for 
more and better creative people; that 
when you take a good creative man, and 
put him behind a desk with pushbuttons, 
you may be flattering his ego, but you 
are weakening your agency. 

I think money, titles and concomitant 
prestige are important to anybody in our 
business, but I don’t think authority nec- 
essarily is. 


s There are too few shops which will 
make a man a Veep and let him continue 
to sit in his corner and create like hell. 
The top office for some unexplained rea- 
son calls for a Veep to have managerial 
duties of some kind. This is unquestiona- 
bly a mistake very often. It seems to be 
the result of a caste system which has 
grown up in our business; a title and au- 
thority have become a necessary evil 
that a top writer must have in self de- 
fense. 

It seems to me that a top writer could 
be given money and recognition without 
being given the job of handling people, 
administration, or doing anything except 
a superb job of creating advertising. 

I believe a special rank or title is need- 
ed for people like that. I think that the 
copywriter who is proud of the title, 
“copywriter,” will inevitably collect oth- 
er titles as he goes along, without asking 
for them. 


Do you think writers write best un- 
der pressure? 


Yes, but no writer will admit it. 


How can a young writer retain his 
identity under a strong copy chief? 

Why should he try? A strong copy chief 
who knows his job can teach a young 
writer a great deal. If the young writer 
will concentrate on learning and keep 
strong in his own convictions, he will be 
able to write his own ticket, once he has 
learned all the strong copy chief has to 
teach him. Too many young writers are 
more concerned with keeping their iden- 
tity than they are with learning their 
trade. 

If a young writer is good, his identity 
will come through any copy chief who is 
at least half-way fair. 


How could copywriters contribute 
more to the success of their agency 
than they are now doing? 


By thinking of the agency as “us” in- 
stead of “them.” By trying to under- 
stand what the whole operation is about. 
By taking the initiative when they think 
an account on which they are working is 
being mishandled. By coming up with 
several new ideas when an idea is turned 
down—instead of sulking because their 
pet notion was rejected. By taking their 
complaints to someone who has author- 
ity to do something about them instead 
of beating their breasts to their fellow 
writers. By refraining from the very hu- 
man tendency to gossip and spread ru- 
mors. 

A lot of writers would do well to learn 
something about the advertising business, 
or business in general, for that matter. 
Too many writers are sometimes apt to 
forget that the stuff they write is meant 
to move a can of something off a shelf. 
They ought to see what goes on in a 
store more often—although very often 
this is the agency’s fault for keeping 
them chained to their desks. 


How can a copywriter really defend 
his copy in a meeting of “copy ex- 
perts” who are really research ex- 
perts, media experts, marketing ex- 
perts, etc.? 

A copywriter shouldn’t have to defend 
his copy to “copy experts” such as those 
mentioned. If he does have to, he’ll usu- 
ally be able to do it if he really knows 
his job and has thought out the problem 
his copy is designed to solve. 

The copywriter in this position is much 
like a trainee in the army. An inspecting 
officer can always find dirt in the rifle 
if he wants to. These experts from other 
fields often think that it’s a demonstra- 
tion of their brilliance to find some flaw 
in copy. I suppose there are two defenses: 
First, in a meeting you can try to talk 
louder than the other “experts.” That’s 
somewhat of a problem if you are one 
voice against six! The other way is to 
listen intently, nod in a knowing way, 
“That is a good point and we will see 
whether we can incorporate it”—and 
then, after the meeting, do only what 
you, as a copywriter, think should be 
done to the copy based on your thorough 
analysis of the problem and your con- 
viction in the idea. Meanwhile the “ex- 
perts” will be off in another area and 
will forget the points they were making 
so vigorously in your meeting. 


® Often cold logic can smother a hot idea. 

One way to counteract it is to pull the 
old saw about the aerodynamics expert 
who proved that the bumble bee cannot 
possibly fly. 

Or to ask who researched the Gettys- 
burg address. Or how come there was 
some pretty good advertising copy being 
written before the days of the research 
experts. 

The best way is to work for an agency 
with a management creative enough to 
know that sometimes emotion is better 
than rationality, and which, after all the 
facts are in and all opinions have been 
voiced, is willing to make a decision be- 
cause something just “feels” right. 


If you were a copywriter, what 
would you do if the boss killed an 
idea you knew was good? 

What do you mean “knew” was good? 
“Think” is good—okay. How often does 
anybody “know”? But I take it the boss 
would be right more often than wrong, 
or he wouldn’t be boss. So I'd fight the 
good fight up to a point, then go lick my 
wounds and try to come up with a better 
idea. If the boss did it to me too often, 
I'd have to decide either that he was 
right, in which case I'd better listen and 
learn, or quit. But certainly not on the 
basis of one such incident. 

One of our writers says, “If I couldn’t 
sell it after giving it a good try, I'd put 
it away for another day. Fact is, I’ve 
never thrown away an idea I thought 
was good. Attitudes and circumstances 
change, and today’s dud is sometimes 
tomorrow’s Big Idea. That’s why, when 
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TO GET 
TO THE 


TOP BRASS... 


GET IN 


THE TRIB* 


—, 


* The TRIB reaches a higher concentration of 
high-income families than any other New 
York newspaper ...the high-income families 
who buy twice as much of most advertised 
merchandise as the low-income group. 

Get the top of the New York market... 
get more sales results per dollar of advertising 
...get in the TRIB! 


NOMEN 
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Herald Tribu 
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conditions are right, I'll trot out some 
old favorite I’ve been saving and give 
the boss another chance.” 


Do you know of any way of pre- 
testing copy that really works? 


One that really works in testing the 
actual selling effectiveness of the ad? To 
that my answer is, “No, I know of none 
but would like to hire the man who does 
know of one.” 

This doesn’t mean that I am opposed 
to pre-testing, or that pre-testing cannot 
be very useful. We do it every day. It 
can often give us information about the 
public’s reception of an ad that we can’t 
get by ourselves. For example, it can tell 
us whether there are any negatives in 
an ad which are not apparent to us; it 
can tell us whether the ad is understood; 
and it can tell us whether the ad is liked. 


= However, in my opinion, research 
which can adequately and conclusively 
pre-test the long-term selling effective- 
ness of ideas has not yet been invented. 

This applies particularly to startling 
new ideas which, to the basically con- 
servative respondent, may seem strange 
and unfamiliar, and which need weight 
and continuity to make them stick. I have 
seen many such ideas which could have 
become resoundingly successful killed or 
diluted by a timid and too literal inter- 
pretation of pre-testing results. 

It applies also to established products 
where the respondent’s opinion is based 
on his past experience with the product 
and its advertising which may over- 
whelm any new interpretation of it pre- 
sented to him in a test. 


Should a copywriter be present at a 
client meeting when his ads are be- 
ing shown? 


There is no categorical answer to this 
but in general my answer is “yes.” It all 
depends on the nature of the meeting, 
ability of the account man to interpret 
creative work, the ability of the copy- 
writer to present his ideas and the tem- 
perament of the copywriter. I think it 
would crush some copywriters actually 
to see in a meeting how some of their 
little gems are ignored or tromped on. 
On the other hand, in the long run, 
watching this slaughter might be the 
best training in the world for them; they 
have to learn about it sooner or later in 
this business. 


Should a copy chief be a better writ- 
er than the writers under him—or do 
you feel a good copy department 
manager can do the job? 


Writers respond best to a copy chief 
whose ability they respect. The copy 
chief need not be the best writer in the 
department, but he needs to be good 
enough so that everyone in the depart- 
ment feels he can do an outstanding job 
individually on any assignment. 

The only trouble with this is that if the 
copy chief is such a good writer, he 
should spend more time writing than 
managing. This, in our agency, has led 


Employe Communications... 


to dual management of the copy depart- 
ment—a head of the department and a 
manager of the department. 

In my opinion, it is a bad thing to have 
a copy department headed by a non- 
writer. The writers themselves resent it, 
since it is an implicit reminder that the 
road to advancement is closed to the 
writer. 


What are your thoughts on copy 
groups vs. individual account assign- 
ments? 


The copy group has the advantage that 
comes with the feeling of being a team. 
It enables the head to adjust his per- 
sonnel intelligently to solve the problems 
that the group faces. It permits the peo- 
ple in the group to get to know each oth- 
er’s strengths and weaknesses. 

Individual account assignments give a 
writer the advantage of working for more 
than one supervisor. They give him the 
impetus that comes from pride of re- 
sponsibility, but they also tend to make 
writers jealous of account assignments 
and enable some writers to duck un- 
pleasant jobs under the plea that other 
work demands all their attention. 


What annoys you most about copy- 
writers? 


Some of my best friends are copywrit- 
ers. 

I think most of them are pretty nice 
folks. I like being with them, and I am 
rarely annoyed by any of them. 

In the rare cases when I have been an- 
noyed I can ascribe it to one or more of 
the four following things: 

a. Intellectual arrogance without 
proof of intellect. Lack of appreciation 
of other kinds of knowledge—like re- 
search, art, account handling, and any- 
thing else an agency has to know be- 
sides writing. 

b. The same thing that annoys me 
most about anyone in business. That 
is, failure to accept responsibility and 
carry it out. In my opinion a copy su- 
pervisor should be a tonic but not a 
crutch. 

The copywriter who can stand on 
his own feet and solve most of his own 
problems is a thing of beauty and a 
joy forever. 

c. Inability to take criticism. Until 
a copywriter becomes able to take ob- 
jective criticism impersonally, he is a 
hard man to work with, and stands in 
the way of his own progress. 

I am in complete sympathy with the 
normal sensitivity of the creative per- 
son, but until and unless he is able to 
overcome this sufficiently to react pos- 
itively to fair criticism (and some- 
times even to debatably fair criticism), 
he lacks the creative flexibility that 
differentiates this art form of ours 
from all others. 

d. The great desire for money and 
importance on the part of the writers 
who are completely unwilling to take 
the responsibility and work the extra 
hours which automatically go with 
money and importance. + 


Laying the Groundwork for Bargaining 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


When a company is consistently har- 
assed by labor troubles, the novice in 
industrial relations generally blames the 
union. The veteran in industrial rela- 
tions, on the other hand, generally wants 
to look into the history of the strife. He 
may wind up by blaming the union. He 


may also blame the management. 

One multiple-plant company has un- 
dergone a series of labor disturbances 
over the past several months. At first 
glance, it would appear that it was an 
organized effort on the part of a single 
union to bring the company to heel. The 
fact of the matter, however, is that three 
different unions are involved. The issues 
are dissimilar. The working climates are 
not alike. 

. Probing into the history of the situa- 


tion, a communications man might want 
to look into the information which the 
company, say over the past year or so, 
has been passing on to employes. A care- 
ful study of the monthly employe paper 
discloses surprisingly little of the bed- 
rock company economics story. There is 
no indication in any of the copies of ap- 
proaching bargaining, no discussion of 
possible issues, no effort to forestall what 
ultimately happened. Thus the veteran 
in industrial relations is tempted to feel 
that the company asked for it—and got it. 

An employe publication is a natural, 
logical place for discussion of issues that 
may be involved in oncoming bargaining. 
This does not mean that the company 
or the editor need rush headlong into a 
wild defense of company viewpoint. It 
does mean, however, that the company 
has a right to express itself on issues 
that affect, or will affect, the employe 
group. 

A company in Canada has been run- 
ning a series of informative articles in 
recent issues of its employe tabloid news- 
paper. The Canada Starch Co. Ltd., with 
headquarters in Montreal and plant in 
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Cardinal, Ont., has prepared a thoughtful 
series of discussions which have been 
used in the “Casco Kernel.” They are 
temperate but firm, fair and informative. 
Even the most staunch union supporter 
will find little to criticize in it, although 
he will doubtless make the effort. The 
series discusses such practical matters as 
a fair day’s work for a fair day’s pay, the 
basic purposes of collective bargaining, 
job evaluation, keeping wages fair, griev- 
ance procedures and the need for profit. 
Surprisingly enough, the Casco publica- 
tion yields its columns generously to Lo- 
cal 483 (Union Food Processors); the 
editor devotes a half-page on Page 1 to 
the union picnic pictures, and in another 
issue shows pictures of newly-electec 
union officers. If there is a labor-man- 
agement strain at Canada Starch, oné 
finds no evidence of it in the employe 
paper. 

Ken Weldon, Casco’s personnel direc- 
tor, edits the company journal. Commu- 
nications people interested in presenting 
the balanced facts about their own con- 
cerns might benefit from looking over 
what Weldon has done. + 
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to follow for ad roughs, can 


As you see, the arms and legs of the 
5-Match Man can be used straight or 
bent in Half. The head of the match is 
the hand or foot, can be bent to fit. 
When you draw it, consider it as a 
bent match head, not as anatomically 
correct. Practice with actual matches 
first. 
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* YOU LIKE THIS 


| YOU LOOK BEAT, COPYWRITER... 
"> WHAT'S THE MATTER.? DON'T : 
LAYour 


KS 


The COPYWRITER'S Art Course © 


The 5-Match Man: valuable 
copywriters tool 


Stick figure match men give non-artists good proportions 


come to life with proper han- 


dling and help develop ad ideas. Try the 5-Match Man. 


FEAK PERFORMAVCE/ 


L2=\F 
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NEW! inaceid AERIALS ! 


SURE...1T'S GREAT ART. 
JE MEAN ITS GREAT, ART. 


- 


a cee 
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WELL THEN, REACT, *. 
: MAN! SHOW SOME LIFE! | 
WHATS Wteng WITH You? 


These figures show how the infinitely 
varied lifelike positions can fit your 
words ...or vice versa (if you draw 
them first or during your planning), 
as these words originated from seeing 
a bent match. 


Next Lesson: “Composing 


A Match-Man Ad Scene” 


(Coming: “The Dog in the Art Director’s Bed’’) 
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THAN ANY OTHER 
FLUORESCENT COLOR 


For the first time, advertisers and agencies 
can use the impact of fluorescent screen color 
indoors...at costs comparable to ordinary 
colors! Switzer Brothers new IN-DOR DAY-GLO 
costs 25% less per gallon and is designed 
specially for use on inside displays, wall and 
window banners, counter cards, price tags 
plus packaging, magazine inserts, direct mail 
and labels. Ideal, too, for short-term, high- 
impact outdoor use at low cost! 


IN-DOR DAY-GLO comes in the same eight 
brilliant colors as genuine Switzer Sunbonded® 
DAY-GLO. Free color guide is yours for the 
asking. Write Switzer Brothers, Inc., 4732 
St.Clair Avenue, Cleveland 3, Ohio. 


SPECIFY Sunbonded DAY-GLO for long-term outdoor 
displays, IN-DOR DAY-GLO for all other uses! 
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Advertising Age, July 8, 1957 
Salesense in Advertising... 


There Are No Universal Rules 
for Copywriters 


By James D. Woolf 
Advertising Consultant 

Are there any universal rules for ef- 
fective advertising that apply with equal 
force to all categories of products and 
services, in all categories of media, re- 
gardless of the problem and the objec- 
tive? 

I do not believe it is 
possible to generalize 
about advertising ex- 
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in one situation is not 

sauce for the gander in 

another. How can certain copy principles 
that make good sense for the advertising 
of, say, a soft drink on outdoor posters 
also make equal sense for the advertis- 
ing of a power lawn mower in Better 
Homes & Gardens? How can certain rules 
that appear to be valid in the writing of, 
say, a subscription letter for Fortune be 
equally valid for a Bufferin page in Life, 
or a cake mix color page in Ladies’ Home 
Journal, or a Campbell’s soup page in the 
Post? 


James D. Woolf 


s Yet commentators on advertising very 
often lay down flat, all-inclusive, un- 
equivocal rules without specific reference 
to the character of the product, the kind 
of media to be used, the nature of the 
problem and the objective, etc. One speak- 
er, for example, recently asserted that 
visual symbols carry far greater believa- 
bility than copy, and he demanded that 
advertising theory be recast to recognize 
the situation. Was he referring to only 
one category of products in one class of 
media, or was he saying that advertising 
theory be recast right down the line, no 
matter whether the medium is a direct- 
mail letter selling books or a page pro- 
moting a new wonder drug in the AMA 
Journal? He did not particularize. 

Other commentators insist downrightly 
that, in their book short copy should be 
a rule—and the shorter the better. Here 
again they do not particularize; what 
they seem to be saying is that short copy 
is always advisable, whether the ad in 
question is a page in a Sears catalog, a 
Baby Ruth candy bar page, a color spread 
for the Ford tractor-mower in Farm 
Journal, a page for Telvar weed killers 
in Pest Control, or a newspaper ad for 
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NUTS AND BOLTS—This Goodyear page, 
which ran in Farm Journal, is a fairly 
representative example of so-called nuts- 
and-bolts copy. A great deal of tire adver- 
tising follows this general pattern, and I 
suppose it is productive. But what does it 
prove? Does it establish a rule that applies 
with equal force to all categories of prod- 
ucts and media? Not at all. I can’t imag- 
ine this treatment being effective for beer, 
cigarets, Jell-O, soft drinks. The nuts- 
and-bolts technique certainly is not a 

rule, not a universal law of advertising. 


Wrigley’s gum. 


® Then there’s the precept that, since 
most of the consumer’s money is spent 
for psychological satisfactions, advertising 
ideas should be aimed emotionally at his 
subjective hankerings. Is the product 
a GMC truck? A stump puller? Spark 
plugs? Work shoes? No matter; he has 
hidden hungers. Motivate him with an 
emotional pitch and you can’t go wrong. 
Still another rule, one recently pro- 
pounded by an able agency president, is 
this: “Include the brand name in the 
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HOW ABOUT HEADLINES?—We are frequently told by certain rule-makers that the brand 

name should be included in the headline. This is the philosophy of Breck advertising, 

which is reportedly very successful. But what about the scores of campaigns that do 

exactly the opposite? Note that this Listerine ad, which has been appearing regularly 

for three decades, does not include the brand name in the headline; in fact, the prod- 
uct’s name is barely displayed at all at the extreme bottom of the ad. 
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WORDS HELP—One recent speaker asserts that visual symbols carry far greater believ- 
ability than copy. “Very often,” he says, “the words just spoil the impact of the illus- 
tration ... We are trained at birth to discount word claims.” Admittedly, the effect of 
this Campbell’s soup color page is achieved largely by the pictorial effect. But the 
generalization that pictures have more impact and believability than words is open to 
question. Think how meaningless would have been the result if pictures were substi- 
tuted for words in this General Electric newspaper ad. Sometimes, indeed very often, 
there is no substitute for words in many categories of advertising. 
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NO UNIVERSAL RULE—The light touch in copy—sans hard sell, nuts-and-bolts, long copy— 

is doing a good job for Pepsi-Cola and a great many kindred products. Some admak- 

ers apply the light touch straight across the board, no matter what the product or the 

objective. But no universal rule is thus being demonstrated. It wouldn’t do, in my 

opinion, for Bufferin, or for life insurance, or Sugar Information Inc., or for Arrid, 
or for Goodyear truck tires. 


headline.” This is not a good rule, in my 
opinion, when it is followed blindly across 
the board. I can point to scores of cam- 
paigns (for example, “Often a bridesmaid 

. never a bride!”) that have violated 
this rule for years—successfully. On the 
other hand, I can also point to other pro- 
ductive campaigns (Beautiful Hair— 
Breck”) which always include the brand 
name in the headline. The truth is, there 
is no hard-and-fast rule in this matter; 
everything depends on the problem and 
the objective. 

Then there are the proponents of the 
“nuts-and-bolts” approach, a crude term 
for informative, fact-packed copy. Again 
depending on the product and the objec- 
tive, there is not a thing wrong with this 
rule of salesmanship, and we all know of 
many campaigns in this copy area which 


have been successful. But the rule is not 
universally applicable to many categories 
of products. I cannot imagine this type 
of copy, for example, being right for Life 
Savers, a 5¢ confection, delicious and re- 
freshing, and representing a purchase of 
trifling importance. Or for Coca-Cola, or 
Jell-O, or Hunt’s catsup, or Crackerjack. 


s Summing up this brief piece, there are 
no copy rules of importance that are 
universally applicable. What works well 
in one situation (negative headlines, for 
example, or testimonials) may be entire- 
ly wrong in another and different situa- 
tion. 

I know of only one rule for copywriters 
that applies with equal force to all situa- 
tions. It’s David Ogilivy’s: “Tell the truth, 
but make the truth interesting.” + 
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New York, July 2—The sum- 
mer network tv schedule would be 
understandable if it had been put 
together by a committee composed 
of magazine editors, book publish- 
ers, dance hall operators, amuse- 
ment park owners, drive-in theater 
managers and beach concession- 
aires. 

All these people have their own 
perfectly logical and thoroughly 
honorable reasons for wanting to 
drive the public away from televi- 
sion and toward other pursuits. 
But when television chooses to 
mire itself down in a warm weath- 
er hodge podge of film re-runs, re- 
peats of re-runs and other shows 
bought primarily because they are 
cheap, the reasoning is harder to 
follow. 


s The principal reason cited by 
for the relaxation in programming 
standards at this time of year is 
money. “Winter programs are so 


save money during the summer,” 


vp of CBS-TV. 
The second big factor cited by 


advertisers, agencies and networks | 


expensive that advertisers have to} 
“Highlow,” as Tennessee Ernie’s | 
laments Hubbell Robinson Jr., exec | 


Repeats of Re-Runs, Cheap Shows Drive TV 
Viewers to Other Activities During Summer  °*!!e¢ “Key Club Playhouse.” 


anything about it. On the contrary, 
an increasing number of sponsors 
are choosing the course of least 
resistance. 


s There are of course a few ex- 
ceptions. The same quality fare on 
a year-round basis is offered by 


such standbys as Lawrence Welk 


(Dodge), Ed Sullivan (Lincoln- 
Mercury), “What’s My Line?” 
(Helene Curtis, Remington Rand), 
“$64,000 Question” (Revlon), “I’ve 
Got a Secret” (R. J. Reynolds), 
“Godfrey’s Talent Scouts” (Toni, 
| Lipton), “Kraft Theater”—and this 
year—the Gillette fights—among 
others. 

And there is a handful of new- 
comers that are getting their first 
big sponsorship break during the 
vacation season. 
| Philip Morris gave Mike Wal- 
lace’s interview show a summer 
start in hopes that it would catch 
on fast on ABC—a hope that has 
yet to be realized. 

Ford will present a new quiz, 


summer sub. “Meet McGraw,” a 
new film, gets a summer tryout 
thanks to P&G. Perry Como’s NBC 
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oldies turn up twice on the regular 
“Ford Theater” and on something 


Thursday and Friday nights on 
|NBC the re-runs are scheduled in 
solid 90-minute blocks. At the last 
count this network had 17 night- 
\time repeats booked. 
| ABC, which is concentrating in- 
tensely on providing a strong com- 
petitive schedule for fall, also is 
rolling 17 old films that have been 
around at least once before. 

But CBS takes this booby prize. 
Columbia will give its nighttime 
fans 23 chances a week to switch 
off the set with a disgusted, “aw, 
I’ve seen that thing before.” This 
network’s Sunday night kingpin, 
Ed Sullivan, whose longevity as a 
top notch tv attraction is one 
strong argument against summer 
layoffs for talent, will be hemmed 
in on both sides by re-runs. 


# Is tv trying to strangle itself 
with old films? Aren’t the net- 
works gambling on losing one of 
tv’s big pluses—-the enthusiasm of 
its fans—when they turn summer 
over to the old stuff? 

If people get bored with tele- 
vision in the summer and find 
something else to do with their 
time, isn’t there the chance that 
they won’t come back in the fall 


* Groceries 
Advertisers 
place 42.0% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
linage in ¥ 
The Times ’ 


(The Times ranks first in 94 of 
114 Media Records classifications.) 


National grocery advertisers rate the 
Los Angeles market second in the na- 
tion in sales. And they rate The Times 
first in selling power in this western 
metropolis—by a healthy, convincing 
margin—year after year. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


tv’s decision makers is summer’s 
lower audience levels. “There is no 
program that can keep a guy in-| 
| doors when the sun is out and the 
temperature is up to 90,” says 
Young & Rubicam’s Rod Erickson. 
But don’t sets-in-use go down 
in the summer at least partly be- 
cause viewers find so few shows | 
that are interesting enough to make 
them want to turn on tv? 

Albert R. Stevens, advertising 
manager of American Tobacco Co., 
thinks not. He believes even the | 
“freshest, most exciting television | 
entertainment” won’t keep families | 
home by the screen during the va-| 
cation daylight saving months 
when there are so many things to 
do outside. 

So American Tobacco will fill 


three choice nighttime half-hour | 
|periods—two alternate spots on 
|NBC and a weekly slot on CBS—!| 
with second-hand entertainment. 
On Saturday night the “Hit Pa-| 
rade’s” fans will be offered some- | 
thing called “Adventure Theater.” 
Those who saw the same film 
dramas when they were carried in 
that same spot last summer will no 
doubt consider the title a mis- 
nomer. Since this series missed 
about 75% of the homes last year, 
it will be new to a lot of people 
this year, Mr. Stevens points out. | 


s On Monday night American To-| 
bacco (Pall Mall) and General 
Foods will present still more dra-| 
matic re-runs, these under the 
title of “Action Tonight.” Some of 
the re-run films have been around | 
so many times under so many| 
auspices that it is difficult to find 


gramming sleuths hazard a guess 
that most of these teleplays were 
first aired by “Schlitz Playhouse” 
r “Pepsi-Cola Playhouse.” 

While Jack Benny is on vacation, 
his Sunday night followers on CBS 
will be given another look at the 
\“My Favorite Husband” situation 
| comedy. 

The time for these summer fill- 
ers costs the sponsor just as much 
as he pays for the winter regulars 
on the same hookup. For example, 
a class A half-hour on a typical 
summer lineup of 125 NBC stations 
costs approximately $61,000. 

Why spend so much money for 


audience is available with second- 
hand entertainment? Apparently 


this question, which sets off a 
| crescendo of complaints from crit- 
ics every summer, is not sufficient- 
| ly disturbing to many advertisers 
jor to the networks for them to do 


out their beginning. But NBC pro-| 


time, only to risk boring whatever | 


sponsors chose Julius La Rosa as 
a vacation replacement. something worth shouting about? 
“Those Whiting Girls” return to} “Well, it hasn’t happened yet,” 
do summer duty on CBS for Gen-| CBS’ Hubbell Robinson told AA 
eral Foods, which also will offer a) when we put that question to him. 
new Richard Diamond whodunit} Does that mean that CBS is not 
series. However, with the possible 
exception of hillbilly star Jimmy | 
Dean, who is starring in a Hazel | 
Bishop backed summer series, the 
country’s most successful network 


when the program boys do have 


NOVEL - EFFECTIVE 
PSYCHOLOGICAL STUNT 


For Chicago Aree 
e - 


is not showcasing any summer subs | | Emphasize 
: ae . VALUE 
with an eye to fitting them into the || (portance 
permanent lineup. || OF Message, 
| | Report, 
; Presentation, 
® But this keep-tv-fresh contin-| Saal Gites. 


gent is greatly outnumbered by| 
sponsors who buy repeats—either DELIVER IT BY ARMORED Truck® 
of their own winter series or some-|| ——~“QNjp ARMED GUARDS! 
body else’s series—for the warm | 
weather season. 

There are enough “Ford Thea-| 
ter” re-runs entered in the summer | 
sweepstakes under a variety of am- 
biguous titles to make a viewer 
think he is losing his mind. On 
NBC they are booked as “Encore 


Command attention of business 
head or proper official, and entire 
office by this unusual, sensational 
delivery. Impress value, impor- 
tance, urgency, and your sincere 
desire to sell or serve prospect. 
Our armor trucks and/or 
guards are available at certain 
times for INDIVIDUALIZED 
GUARDED DELIVERY. 


Theater” under the auspices of 

Ford; on CBS they get the Red| eLLENS CHECASHERS | 
Skelton spot under the title of! Chicago 45, Hil. 
“Spotlight Theater.” At ABC these | 

aA Wi " ‘ ? “ve a tae ee oye APY Pee 


oy 


PROOF POSITIVE! 


rr eis ee ee 
Rs y eA a ee te) 


..CM&H gravure positives 
are made and proofed to 
match the exacting require- 
ments of the publication. 

? For America's finest 
Fe —whether gravure or let- 
€ terpress—it's 


Cortins, 
| Mitier 


333 WEST LAKE STREET AT WACKER DRIVE 
CHICAGO 6, ILLINOIS 


& Hutcuines, inc. 
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Nielsen Average of Total Homes Reached 


Ed Sullivan Show (8 p..)* ....ccccccsssessseseeserees 


$64,000 Question (10 p.m.) 


SORT GURERRS (ID BAB) oancncsrccessccesecvensescesessovcesesceness 


What's My Line (10:30 p.m.) ............ 
Alcoa-Goodyear Playhouse (9 p.m.) .... 
Talent Scouts (8:30 p.m.) .....cecseeeee 
Robert Montgomery (9:30 p.m.) ........ 
Kaiser Aluminum Hour (9:30 p.m.) ........... 
Wednesday Night Fights (10 p.m.) .... 
I've Got A Secret (9:30 p.m.) o.cccccccccrscen 
lux Video Theater (10 p.m.) ..... 
Lawrence Welk (9 p.m.) occ 
Climax (8:30 p.m.) 
. £2 | ree 
* All times are Eastern. 


concerned about the ground that 
television may lose as a result of 
inferior summer programming? 

“Of course, we’re worried about 
it,” Mr. Robinson said, “but we 
don’t know what to do about it. 
There must be a way to beat this 
problem; we just haven’t found it 
yet.” 


® Can a strong tv show hold its 
audience in the summer? 

Some yes and some no, if the 
adjoining table is a sound guide. 
The above list is comprised exclu- 
sively of shows that offer more or | 
less the same diet around the cal-| 
endar. In general, it looks as) 
though the late shows fare better 
than early ones like “Ed Sullivan” 
and “Talent Scouts,” which come | 
on when it’s still daylight in the | 
summer. 

The average homes reached by 
these 14 shows during the summer 
months was 9,080,000, compared 
with 11,688,000 for the winter 
months. This compares with an 
average of 5,585,000 homes in July-| 
August and 9,471,000 in January- 
February for all evening 30-min- | 
ute and 60-minute programs. + 


Screen Guild to Get 
TV Rerun Information 

The Screen Actors Guild has 
completed arrangements with prin- 
cipal distributors of tv motion pic- 
tures to secure accurate informa- 
tion about the commencement of 
each rerun of every episode of tv 
series in syndication. The compa- 
nies which have agreed to furnish 
this information on a regular and 
continuing basis are Columbia 
Broadcasting System, TV Film 
Sales, California National Produc- 
tions, a subsidiary of National 
Broadcasting Co., ABC TV Film 
Syndication, MCA TV Films, and 
Screen Gems. The Guild expects to 
have accurate records for at least 
80% of all tv motion pictures in 
distribution within three months. 
SAG has distributed $1,321,363 to) 
members in rerun payments, from | 
Nov. 1, 1956, to date. 


Ajaye Joins Clark 

Franklyn A. Ajaye, a native of 
West Africa, has been added as a 
full partner of Frank E. Clark & 
Associates, San Francisco-Los An- 
geles advertising consultant com- 
pany specializing in the Negro 
market. The company name will be 
changed to Ajaye, Clarke Asso- 
ciates. Mr. Ajaye formerly was 
industrial relations field secretary 
for the Los Angeles Urban League 
and previously was western ad 
manager of Ebony and Jet. He will 
be in charge of the Los Angeles 
branch. 


Gardner Promotes Three 

Promotion of three staff mem- 
bers in the media and research 
departments has been announced 
by Gardner Advertising Co., St. 
Louis. Grace McMullan has been 
appointed chief time buyer and 
Warren Wiethaupt chief space buy- 
er in the media department. Fred 
Thumin has been named a group 
supervisor in the research depart- 
ment. 


THEY CARRY CARGO...ana tne |S. F. AANR Elects Lewis 
NATION'S SECURITY| New officers of the San Francis- 
July-Aug., 1956 Jan.-Feb., 1957 1 Deen oteatd ant at ene | CO chapter of the American Assn. 
epanintoiipiialioaladaa 12,410,000 18,059,000 waticieat n only § Atout eeaents « | Of Newspaper Representatives are 
sibuadai 13,578,000 14,816,000 “jut; ton val ts swage |D. Garry Lewis, Ridder-Johns, | f ; 
10,001,000 10,965,000 ~Ancasmentent fe | Dresident; James S. Wingate, Jann | / Papel expe an poste on 
-m 9,436,000 11,201,000 mene |& Kelley, vp; Lee Willson, Kelly; {f a Se lemecng, photeaeety 
. 6,643,000 9,982,000 oe = | Smith Co., secretary, and Harry | pam sveeee = all pons 
: 4 ; . somal they bee = i io 3 clients’ spots, slides, visua 
senneiitiaatlcatinds 7,720,000 13,893,000 emer napa Spoon, West Holliday Co., treasur sales and training films. Priced 
schacbivscasias 8,925,000 8,096,000 Cennniatty, oougantentee | e* right-no goofs — unbelievable 
lanai 7,100,000 8,725,000 Oe aoaieaions delivery ! 
RS 6,297,000 7,290,000 ~~ | Goldfus Heads S. F. Adclub FREE Kileen “Kutie of the 
RSME a. 10,056,000 13,893,000 Lewtinitemene | Joel Goldfus, Batten, Barton,| | Month” plus “Foto-Facts” from 
GREE 9,910,000 10,926,000 “tttmeeee | Durstine and Osborn, has been mid-America’s fastest moving ..« 
ver 9,363,000 12,792,000 elected president of the San Fran- 
italiani 9,381,000 13,304,000 JONSON & Micgins cisco Junior Advertising Club. Nor-| a kileen studios | 
sini . 6,297,000 9,688,000 wes sm meres |ma Kleebauer, also with BBDO, Decatur, Illinois = 
SES ‘a= = wees [has been elected secretary-treas- by 
Tew eee eee ee ee ee urer. : 
McCann Adds Tom Sawyer waewa—Johneon & Higgins, New 


Tom Sawyer Foods, Los An- 
: S York insurance broker, has been 
ogy a hades ten on awarded the American Merchant 


vertising. The company produces Marine Institute’s “Atlas,” given 


candies, nuts, peanut butter, potato | @eually to the American company 
chips and other food items, operat- doing the best job of promoting a 
ing principally in Southern Cali-| strong American merchant marine. 
fornia. Doremus & Co. is the agency. 


Imprinting—our specialty! 
@ Magazines @ Booklets 
@ Catalogs @ Folders 
Sersen’s Mail somple for Quotation or Phone us to Call 


IMPRINTING, Inc. i120 sncn’Scecomes st, CHICAGO 7 


Certainly! 


It was there, in the ground, in the air and water. It 
always had been. There are no more “raw materials” 
today than there were when Rome ruled the world. 

The only thing new is knowledge. . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was “available” to Rameses, Caesar, 
Charlemagne. 

In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge—our colleges 
and universities? Can we possibly deny that the welfare, 
progress—indeed the very fate—of our nation depends 
on the quality of knowledge generated and transmitted 
by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 


Atomic power in Caesar’s day? 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 


Yet this is the case 


The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 
rich heritage of learning. 

The crisis is composed of several elements: a salary 
scale that is driving away from teaching the kind of 
mind most qualified to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 
by 1967. 

In a very real sense our personal and national progress 
depends on our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 


If you want to know what the college 
crisis means to you, write for a free book- 
let to: HIGHER EDUCATION, Box 36, 
Times Square Station, New York 36, 
New York. 


KEEP IT BRIGHT 
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Here's the Weeklies’ ¥ Lge Singh ong 
5 r. Kistler has voic e opin- 
Side of the Picture k- ion of many ivory-towered adver- 
To the Editor: For years petra tising folks who have a lot to learn 
ly newspapers have sat back while | bout the wouliy mowspener 8 @m 
agency executives, advertisers and advertising medium. 
others who contro] the advertising Sn ali fabrncen, f have te ebneete? 
— pearbrnar? tell them what 1S | one point to this survey. Generally, 
wrong with their business. I can- the reproduction in the weekly 
not recall seeing anyone answer | newspaper is not what it could be. 
back to Sve the weekly newsPa~ | Tt isn’t for lack of equipment but 
per’s side of the picture. 


: |? eareless shop attitude. On this | 
ware ° — soar ape oe point, but this point alone, I must | 
ay , in the 


nfess the weekly newspaper does 
ApveRTISING Ace William Kistler, |". © y pape 


. need improvement. 
assistant vp of the Assn. of Na-| Especially on the problem of 


tional Advertisers had this to say) 4 .ple billing I feel the weekly 
[about a survey of ANA members | ,.wspaper must take issue. From 
nee p meee - tier ho | surveys we have found double bill- | 
weeklies}: “Four stumbling bloc S\ing to be far more prevalent in 


keep weekly nse ost from get- ‘radio than any other medium and | 
ting more advertising: (1) high| .-,ecially since television has come | 
cost per 1,000; (2) poor quality | 


. : into the act. Also, anyone who has | 
reproduction; (3) doubtful circu~| cot in on a meeting of large daily 
lation, and (4) double billing.” 


newspaper advertising men knows | 
Enlarging on double-billing, re-| that they accept it as a matter-of- 
bates and similar practices, Mr.| fact way of doing business. 
Kistler said the survey drew the| ‘This is not the problem, how- 
following comments, among oth-| eyer, The problem on double bill-| 
ers: “Too many contract rebates|ing comes directly from the ad-| 
and deals, high expense of auditing | vertiser and agency which plans 
claimed rate, suspicious billing | the program. Only last week I had | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


of two of the nation’s largest man- 
ufacturers of electrical appliances. 
Both publishers were asking me 
what to do. In one instance the| 
sales representative was setting up| 
a program for a local appliance | 
dealer and he told the newspaper 
to bill the dealer at the national 
rate so he could send this invoice 
to the company and then let the 
dealer pay at the local rate. The) 
representative explained the local | 
dealer could do more advertising | 
this way, as if the publisher didn’t | 
realize it also. 

My advice to the publisher was | 
this: “Have the sales representa- | 
tive sign a statement to the effect | 
his company authorizes this double | 
billing.” Naturally, the publisher 
advises me the _ representative | 
would not do it. 

In another instance the sales) 
representative informed the news-| 
paper that the radio station would 
double bill and unless the newspa- 


per did also, he would not get the} 
advertising. 

This certainly seems to be a| 
high-handed method of doing busi- 
ness. Why don’t the advertisers and | 


agencies take this problem up with 


practice, proof of performance and | calls from two weekly newspapers |their own sales force, which is | 
up-to-date local rates are extreme- involving double billing on the part actually out selling the double bill- 


He obtains new ideas 


from 


Vice-President 
Kroehler Mfg. Co. 
Naperville, Ill. 


“Advertising Age,” writes Mr. Biest- 
man, “keeps me abreast of the news 
in the advertising and promotion 


Advertising Age 


FRED B. BIESTMAN, Jr. 


and without interruption. I look for- 
ward to receiving Advertising Age as 
much as my favorite newspaper.” 


ing practice? 

As for the stumbling block of 
“doubtful circulation,” I cannot 
understand why it is any more 
doubtful in a weekly newspaper 
than a daily. Many weeklies are 
ABC papers with audited circula- 
tions and any advertiser who has 
not looked into the recent postal 
regulations which require a break- 
down of circulation just plain 
doesn’t know his job. The sworn 
circulation statement of the weekly 
newspaper is identical to that of 
the daily newspaper. When we 
speak of doubt, something that is 
really doubtful is the coverage 
claims and listener count that ra- 
dio and tv manage to put out. 

High cost per 1,000? The best 
answer for this is a study of week- 
ly newspaper readership and the 
application of the Visimilline for- 
mula to see how really low weekly 
newspapers are in comparison to 


| radio, tv, billboards or post cards. 


No longer is there a problem of 
rates, billings and tearsheets with 
weekly newspapers. Weekly News- 
paper Representatives Inc., repre- 
senting 7,500 of the nation’s weekly 
newspapers, has solved that with 
its one order-one bill-one check 
system. Many states have this 
same setup for the weekly news- 
paper. In fact, no other medium is 
quite so easy to use today. 

All business is local. The most 
effective advertising medium for 
local merchants is, logically, the 
most effective medium for national 
advertisers. Some media may be 
more glamorous than weekly and 
small daily newspapers, but none 
produce more sales results. 

William A. Bray, 

General Manager, Missouri 

Press Assn., Columbus, Mo. 


News Vendors Paid Fee 
to Sell Magazines on Stands 

To the Editor: The News Vend- 
ers Assn. of Illinois appreciates the 
article in our behalf in Apvertis- 
ING AGE of May 13. 

There is one point of importance 
that Mr. Barone failed to mention 
in this interview, regarding our 
magazine fight with Mr. Levy of 
Chas. Levy & Co. 

All of our members outside of 
the Loop must pay Mr. Levy a 


world. The style of presentation 
makes it easy to read, and much 
valuable information and many new 
ideas are obtained from Advertising 
Age’s pages. 


“T prefer reading Advertising Age at 
home so that it can be done leisurely 


Your satisfaction guaranteed 


Take a hint from Mr. Biestman—and look 
for new ideas in the lively pages of Ad- 
vertising Age. For a mere $3—less than 
6¢ a week—-you may have it every Mon- 
day morning for 52 weeks. Have it sent 
to your home for leisurely, studious read- 
ing. Your satisfaction is guaranteed. Mail 
the coupon now. 


service charge of 75¢ per week or 
$39 per year for the privilege of 
having the magazines delivered to 
the newstand so that we can sell 
them for him. Have you ever 
heard of anyone having to pay a 
service charge for the privilege of 
selling his merchandise? 

Since we are giving all maga- 


y . 
BLATZ 


Finds a Good Idea Along 
with Another ‘Coincidence’ 
To the Editor: Here’s another 
example of why agency men and 
layout artists in particular get ul- 
cers. The enclosed tear sheets are 
from the same issue of the same 


Detroit newspaper. Fortunately 
the ads were spaced several pages 
apart. 


| Aside from the coincidence in 
|the illustration layout, the larger 
horizontal ad uses a_ technique 
I’ve never noticed before. It ap- 
pears that a solid white back- 
ground plate was used to minimize 
any bleed-through from the print- 
ing on the back side of the page. 
It’s both unusual and effective to 
the naked eye and worth consid- 
| ering in large ads that use a lot of 
white background space. I’ve seen 
a lot of similar layouts spoiled by 
heavy black type and cuts on the 
reverse side of the newsprint. 
George Hill, 
Luckoff & Wayburn Inc., De- 
troit. 


| Conference puts me in an extremist 
| position on the relative importance 
of copy and art. Your headline 
writer put words in my mouth for 
which you take me to task: “Ad 
Copy Doesn’t Sell—Art Does.” He 
said that—not me. In effect, your 
headline writer set up a straw man 
and then you cut off his legs. 

It has never been my position 
that copy and art are in any sense 
competitive with each other, or 
that one excludes the other. Per- 
haps I differ from some other ad- 
vertising men in that I feel the role 
of art has been insufficiently un- 
derstood, and consequently not 
used properly. Copy has many 
champions who by their relative 
silence about art actually place it 
in a very subordinate role. I did 
say that the journeyman copy- 
writer talks and acts as if he had 
never been in an art gallery, and 
seems completely unaware of the 
basic intellectual meaning of mod- 
ern abstract painting, namely that 
illustration all by itself is com- 
pletely capable of expression. 

It has simply been my wish to 
have both copy and art perceived 
objectively in terms of their re- 
spective contribution to advertis- 
ing. In the same speech, I stated: 
“All that I am saying is not to 
derogate copy as such, but rather 
to insist that the focus in advertis- 
ing be expanded far beyond word- 
claims and rational arguments with 
the consumer.” 
| And further I said that “the 
really good copy people see adver- 
| tising as a synthesis of both verbal 
}and visual communication.” Just 


zines the best free advertising dis- | because I am one of the few peo- 
play all day long, we feel we) Ple talking about the function of 
should be compensated instead of @Tt and the whole range of non- 


Advertising Age, 


MAIL THIS 
COUPON FOR 


My Name 


200 East Illinois Street, Chicago 11, Illinois 


Here is my order for a year’s (52 issues) service of Advertising 
Age. Anytime I am not satisfied, my money will be refunded. 


Title. 


TRIAL 


Company s 


Nature of business 
Home or 


|charged. . . 

Maury Kogan, 
Secretary and Treasurer, News 
Venders Assn. of Illinois, Chi- 
cago. 


Martineau Says AA Writer 
Put Words in His Mouth 
To the Editor: 


After reading 
your editorial—“Art, Words and 
| Wisdom” (AA, June 10), I should 


SUBSCRIPTION 


r 
| 
| 
| 
| 
| 
| 


[] business address__.£. — 


1) $3 enclosed 


put on the record that your re- 
porting of my speech before the 
jrecent Visual Communications 


verbal symbols does not mean that 

I think the relationship between 

art and copy is an “either/or” sit- 

uation. Both elements I consider 

indispensable in most advertising. 

Pierre D. Martineau, 

Director of Research and Mar- 
keting, Chicago Tribune. 


Questions for Martineau 

To the Editor: Three questions 
for Mr. Martineau: 

1. Why didn’t you show pictures 
of your thoughts, Mr. Martineau, 
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rather than make a speech when,, sue, for which please accept our 
as you say, “Visual symbols alone | thanks. 
permit us to reach humans?” 

2. Why does radio advertising 
continue to sell goods when, as you, Advertising Service Private 
say, “Copy doesn’t sell; art does.” Ltd., Bombay. 

3. Why, Mr. Martineau, do re- e e e 


search men, such as you, insist on 

giving answers rather than dis- Advertising in Japan ° 
covering facts? To the Editor: A clipping from 
A. John Nazzaro, ADVERTISING AGE containing an ar- 
James Thomas Chirurg Co., ticle on advertising in Japan was 
Boston. sent to me by Dr. Eric W. Stoetz- 

ner of the New York Times. 

. I hope the article will have been 


Jagan Nath Jaini, 
Managing Director, National 


Suggests Sign Language advertising executives and given 

for Martineau Speeches them some insight as to the condi- 
To the Editor: If Mr. Martineau | tions prevailing in Japan. 

believes so completely and com-| Above all, I am grateful to you 

passionately in the power of the|for having given space to news 

visual to persuade, I humbly sug-| from our country. 

gest he give his future banquet Hideo Yoshida, 


speeches in sign language. President, Dentsu Advertis- 
R. W. Rogers, ing, Tokyo. 
Copywriter, J. Walter Thomp- ° © e 


son Co., Chicago. 


Doing All Right 
To the Editor: Guess who pulled 
the boo-boo? 


Very Special Item 


read with interest by the American | 


| In answer to Mr. Aschem’s let- | thinks a drive-it-yourself fishing 
|ter in ADVERTISING AGe’s June 24) boat would be a good idea? So 
Voice of the Advertiser I would|does Couture Rent A Car, which 
suggest you prepare to receive his|rents car, trailer, boat and all 
“Crown of Thorns” upon your own fishing equipment in one neat 
furrowed brow. package they call “Sea-Fari.” The 

We have a copy of your confir- | boat may not know all the good 
mation of order for the June 3 spots, but the Couture people do, 
ADVERTISING AGE, which includes | anq they will tell you just where 
instructions to include the address | the fish are biting! Come to Florida 
slug that did not appear in the ad. | and try it some time! 

We have already requested a) H. Earl Smalley Jr 
‘correct re-run of the ad. Would! precigent. Couture Rent A 
appreciate its appescanse in oe! Car System Inc., Miami Beach. 
rect form, along with “equal time” 
in “Voice.” © . ° 


| 


H. F. King, 
Manager, Sales Promotion & 
| Development, Advertising 


Headache for Stanback 
' _ To the Editor: In re “New Tails] 
| Metal Display Co., Chicago. of the Report...” (Page 29, June| 
You’re doing fine, Mr. King. So|17): 
far you’ve managed to get two ads The monotony of reading on the | 
and two pieces in “Voice,” all for|supercolumns of AA is conducive 
the price of one insertion! to personal error, but please spare 
e ° 6 me the anti-sensory-deprivation 


resulting from the omission of 
Rent a Car Package space between columns. 
Includes a Fishing Boat 
To the Editor: 


So Copy Cub!“Harvard University medical su- 


I’m still trying to locate those | 


87 


perhighways” in my trusty Rand 
McNally. 
W. C. Stanback, 
Stanback Co. Ltd., Salisbury, 
N.C 


Mr. Stanback is referring to the 
fact that two columns of type were 
run together, without space or col- 
umn rules between them. We’re 
sorry. 


The Only 
FULL-TIME 
50,000 Watt 

Station in 

Dallas - Ft. Worth 


ASK A BRANHAM MAN 


CBS 


To the Editor: Re: Advertising | 
we can do without— 


Notice the enclosed. It's “very 


special” at $129.95, reduced from 
$229.95. A reduction 
exactly 


(including 


trade-in) equal to the 


CLEA 


init 


' 
' 


(Ser Ere e ee eee perwteee ned cote’ 
ete 


| 

It can't be done... 
BUT WE DID IT! | 

| 


oncheng tows — 1 80 wetty! 


irnif 
Mal 
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amount of trade-in mentioned 
elsewhere in the ad. 
Total effect—nothing. 
Dennis Webster, 
Copywriter, J. Walter Thomp- 
son Co., San Francisco. 


Waterbury Campaign Prepared 
in India—Not Singapore 

To the Editor: I have seen the 
article in regard to advertising in 
Singapore which appeared on Page 
106 of your issue of April 1. In 
reporting this, Mr. Dunaway has 
not mentioned at all that these ad- 
vertisements of Waterbury’s Com- 
pound both in English and Tamil 
were prepared in India by the Na- 
tional Advertising Service Private 
Ltd., in cooperation with the Na- 
tional Export Advertising Service 
Inc. of New York. The matrices for 
both these advertisements were 
sent by us to Messrs. Papineau 
Studios, Singapore, and I am glad 
that they have won your apprecia- 
tion, although no reference has 
been made that these advertise- 
ments were prepared in India. 

It would be of interest to you to 
learn that all these animal series 
of advertisements were prepared 
by us for this client and we 
enclose proofs of some of these ad- 
vertisements for your information. 
This campaign proved so success- | 
ful in India, that the manufacturers | 
were anxious to release the same 
advertisements in other parts of 
the Far East. 

You can appreciate, therefore, 
that somebody should have in- 
formed Mr. Dunaway that the 
campaign was produced in India 
and not in Singapore. 

I hope you will find space to 
publish this letter in your next is- 


WB 


in Western New 


TA 


Western New York's Favorite Sports Foursome 


Chuck Healy, Eastern Collegiate Boxing Champ, Syracuse ‘39 
Dick Rifenburg, All-American End, Michigan ‘48 

Don Cunningham, Basketball Star, Dickinson ‘48 

Ralph Hubbell, Dean of Buffalo Sportscasters since ‘35 


ah 2 


K SPORTS" 
EN-TV on. 4 


York have come to appreciate and follow. 


STATION OF WESTERN 


NEW 


The talent lineup on LET'S TALK SPORTS touches all bases . . . hits to all fields. It’s a 
half-hour forum of facts and anecdotes, comment and criticism that the sports-minded 


Typical of the Prestige Programs developed and produced by WBEN-TV for local spon- 
sorship or participation, it combines seasoned talent of four staff sportscasters with a 
popular format, and presents it to the largest, most interested group your TV dollars can 
buy in Western New York. 
LET'S TALK SPORTS precedes or follows the CBS Game of the Week (depending on 
game time). In the fall it follows Pro Football, in winter it will follow NHL Hockey. 
Twelve months a year this market is available to you. You can pick your season, name 
your game, and if your product fits this custom-tailored show you can look forward to 
sales results that will wear well and long in WBEN-TV’s vast 18-county coverage area. 


Give us a call—or our national representatives: Harrington, Righter and Parsons — and 
LET'S TALK SPORTS. You'll like what you'll hear. 


WBEN-TV CBS in Buffalo 
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Rumrill Joins $10,000,000 Agencies; 
Buys Moser & Cotins, Opens Building 


Acquisition of Utica 
Shop as Subsidiary Is 
Rumrill’s 2nd in ‘57 


Rocuester, N. Y., July 2— 
There’s a warm glow of achieve- 
ment permeating the Rumrill Co. 
these days. 

The agency has just dedicated 
its new $300,000 office building, 
and last week it announced the 
purchase of Moser & Cotins, Utica, 
an acquisition that will put Rum- 
rill into the charmed circle of $10,- 
000,000 agencies. 

Purchase of Moser & Cotins 
comes less than six months after 


the acquisition of Baldwin, Bowers | 


& Strachan, Buffalo (AA, Jan. 21), 
and the terms of the present agree- 
ment are similar to those reported 


jon the Baldwin purchase. Rum- 
|rill now is the largest agency in 


the state outside New York City. 

The Utica agency becomes a di- 
vision of the Rumrill Co., retaining 
Moser & Cotins name, and 
| Arthur S. Cotins remains as presi- 
dent of the Utica division. 


No major changes in personnel 
or responsibilities are anticipated 
at Moser & Cotins as a result of its 
new status. A. Montgomery Hunt- 
ington, with the agency since 1923, 
continues as vp and director of 
creative services. Lyle B. Reigler 
(since 1924) remains as vp and 
treasurer. Harry T. Duffy con- 
tinues as vp and secretary and 
R. Del Dunning as vp and director 
of merchandising and marketing. 

George M. Prince, Rumrill exec 
vp, has been named exec vp of the! 
Moser & Cotins division to coor-| 
dinate the activities of the two or-| 
ganizations. 

Under the new arrangement, all 
Utica employes will have the same 
group insurance and stock pur- 
chase and retirement privileges as 
Buffalo and Rochester employes. 
Rumrill is controlled entirely by 
its employes. There were a total of 
95 employes, prior to the Utica 
acquisition. The total is now about 
135. 

A joint statement by the presi- 
dents of the two agencies is a close 


paraphrase of the joint statement 


Advertising Age, July 8, 1957 


Cotins Prince Rumrill 


ADDITION—Along with its building activities, Rumrill Co., Rochester, 
has bought a Utica agency, Moser & Cotins. Shown here are Arthur 
S. Cotins, president of the Utica company; Mr. Rumrill, and George 
M. Prince, Rumrill exec vp, who will coordinate the activities of 


the two agencies. 


issued when Rumrill bought aes ment will be in the best interests 


Buffalo agency in January. 


of the clients of both companies,” 
| it said. “The services of both com- 


a “We believe that this arrange- | panies will be increased by the 
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| expanding reservoir of skilled and 
jenpertenced people of both com- 
panies. For example, by drawing 
upon the Rochester and Buffalo 
staffs, the Moser & Cotins division 
will now be able to offer market- 
ing services, including public re- 
lations and research. 

“Furthermore, all employes of 
Moser & Cotins with three years’ 
service will now be able to own 
part of the business they have 
helped to build over the past 43 
years.” 


|}@ Starting with $2,400 borrowed 
capital and four accounts, Moser & 
Cotins was founded by Arthur S. 
Cotins and the late Theodore E. 
Moser in 1914. It now has more 
than 40 employes, an equal number 
of accounts, and billings are re- 
ported in the neighborhood of $1,- 
000,000. Several clients have been 
with Moser & Cotins since its 
founding and have grown along 
with it. 

In 1930 the Utica agency decided 
|to open a branch office in New 
York. The office was operated un- 
til 1941 when its accounts were 
assigned to Hicks & Greist, which 
has since served as the New York 
affiliate of Moser & Cotins. 

The agency apparently was nev- 
er happy about life around the 
buzz, bustle and sharp-dealing of 
New York, and Mr. Cotins ex- 
pressed himself quite sharply about 
such practices as agency rebates 
to clients, something he stumbled 
into with one of his new-found 
New York clients. 

Present clients are mostly local 
consumer and industrial accounts; 
national accounts include Commer- 
cial Travelers Mutual Accident 
Assn. 


® Now 71, Mr. Cotins apparently 
has been thinking about the future 
of his agency for a long time. In 
1949, he told an ApvERTISING AGE 
reporter that the agency would be 
owned by his partners after he 
passed away. 

Acquisition by Rumrill is the 
latest step in the Rochester agen- 
cy’s campaign to become a pre- 
dominant factor in advertising 
throughout this area. Some thought 
is being given to opening a New 
| York branch. 
| An offspring itself, Rumrill was 
founded in 1933 as Tyson-Rumrill, 
a branch of Tyson Agency, in New 
York City. In 1935 it became the 
Charles L. Rumrill Co., an inde- 
pendent organization. It was in- 
corporated in 1947 and earlier this 
year changed its name to the Rum- 
rill Co. 

Rumrill has more than 100 cli- 
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ents today, of which 35 are original 
Rumrill accounts; the rest come 
from the two divisions. Billings 
have shown a gradual rise since 
1935, when they were at the $100,- 
000 mark. They are expected al- 
most to double this year over the 
1956 figure of $5,500,000. 


® Eastman Kodak, billing around 
$900,000, is the agency’s largest 
account. The others include local 
and national accounts and industri- 
al segments for national advertis- 
ers including Bell Aircraft, Kodak, 
Du Pont and Stromberg-Carlson. 

Rumrill is intent on convincing 
skeptics that it is a major and easi- 
ly accessible agency despite its 
location. The open house celebra- 
tion last week was more than fes- 
tive. It was an effort to flex its 
muscles publicly and to demon- 
strate dramatically before several 
hundred guests how easy it is to 
get to Rochester. 

Visitors came by boat on the 
Barge Canal, by helicopter and 
landed across the street from the 
shop, by chartered plane and via 
the New York state thruway. 

The celebration was a success, 
but it had its moments. The heli- 
copter arrived ten minutes ahead 
of the cruiser and had to take off 
and land again so that the photog- 
raphers could get pictures of the 
event. The original press flight 
from New York had to be canceled 
because of a disagreement with the 
airline, and a last minute use of 
chartered planes substituted. # 


Who in the world 
buys 4-1/3 hammers? 


That versatile Home Craftsman reader. 
Being a roofer, plumber, electrician, 
or whatever his next job calls for, he 
is many home experts in one. Naturally, 
he buys many more tools—4'4 ham- 
mers, 9-9/10 screw drivers, 20-1/10 
wrenches, 4% motors, and other tools 
galore. Every issue of Home Craftsman 
sends him on new projects buying new 
tools and materials. You and your deal- 
ers can profit from our up-to-date mar- 
ket data on these multi-purchase buyers. 
Wirte now to 


115 Worth St. 
New York 13 


Johnson Stuber 


HOUSEWARMING—Standing in front of his new building, Charles L. 
Rumrill, president of the Rumrill agency, chats with representa- 
tives of Eastman Kodak Co. They are A. Dexter Johnson, assistant 
advertising manager; Adolph Stuber, retired vp in charge of sales 
and advertising, and Theodore F. Pevear, U.S. general sales manager. 


Rumrill Pevear 


Anderson VanArsdale Reynolds 


TENT SHOW—Inside the tent at the party celebrating the opening of 

Rumrill’s new building are Graham Mees, president of the Distilla- 

tion Products division, and Frank Anderson, advertising depart- 

ment, both of Eastman Kodak Co.; John R. VanArsdale, vp and 

director, Rumrill, and Preston Reynolds, ad manager, technical 
products division of Corning Glass Works. 


BY SEA, BY AiR—Some 300 guests joined in the festivities when Rum- 
rill Co. celebrated the opening of its new building in Rochester. 
Accessibility by land, sea or air is proved by this photo showing 
Eastman Kodak Co. guests arriv- 


A Technique 
for Producing 


which make success novels, ra- 
dio and television programs, 
moving pictures sales campaigns 
and businesses? 


James bay Young, one of 
the idea men = 
business, 


ing by cruiser while a Bell Air- 

craft Corp. helicopter hovers 

overhead. Kodak and Bell are 
clients. 


RAB Increases Budget 


Directors of the Radio Advertis- 
ing Bureau, New York, have ap- 
proved an alltime-high budget of 
$925,000 for the coming year. The 
increased income will enable the 
bureau’s salesmen to call on more 
jthan 1,500 advertisers in 65 prin- 
cipal markets in the next 12 
months; presentations were made 
to more than 950 advertisers in 31 
cities during the past year. Some 
of the money will go to provide 
larger offices for RAB’s expand- 


which they consciously or un- ing New York staff. 


consciously follow in producing 
ideas. He shows you how to 
train your mind so that idea 
production is, as he says, “as 
definite as the process by which 
motor cars are produced.” 
Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, 
advertising men, salesmen and 
business executives BJ | 


Hernandez Named Rums Head 

J. Diaz-Hernandez, formerly as- 
sistant director, has been named 
director of Rums of Puerto Rico, 
New York. He succeeds G. Allen 
Reeder, who remains as a con- 
sultant on the Puerto Rican rum 
advertising and promotion pro- 


read it. Send for gram. 
A TECHNIQUE R PI PRO! a 
paid BOW: Only $125 | Ad Group Elects Murphy 


Robert A. Murphy of the Bureau 
of Advertising, American News- 
paper Publishers Assn., has been 
elected president of the Assn. of 
Advertising Men & Women, New 
York. 


ADVERTISING 
A GE 200 E. ILLINOIS ST. 


CHICAGO 11, TLL. 


Advertisers 
place 46.4% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
linage in 
The Times 


(Of 114 Media Records classifications, 
The Times leads in 94.) 


Mainstay for advertisers in the Los 
Angeles market is The Times. Its cir- 
culation far exceeds all others; its 
readers are the most able-to-buy audi- 
ence; it leads the newspapers of the 
nation in volume of news content. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 


See toe he 


New York, Chicago, Atlanta, San Francisco, Detroit 
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WCAU Production Formed 

A new division, WCAU Com- 
mercial Film Production division, 
has been created by the WCAU 
stations, Philadelphia. Charles 
Vanda, vp in charge of television, 
will supervise the division, as- 
sisted by Jerome B. Samuelsohn, 
a producer-director of WCAU-TV, 
and John J. Burke, cinematogra- 
pher. George G. Steele Jr., for- 
merly of the WCAU-TV sales 
staff, has been named the sales 
representative. 


Max Factor Adds TV Shows 

Max Factor has expanded its tv 
schedule beginning July 2 with 
the addition of “Those Whiting 
Girls,” seen on 161 CBS stations, 
and NBC’s “Masquerade Party,” a 
103-city network show. Max Fac- 
tor now sponsors “Panic” on NBC. 
Doyle Dane Bernbach, New York, 
and Anderson McConnell, Los An- 
geles, are the agencies. 


MERIDEN-WALLINGFORD 


CONNECTICUT'S 
BULL'S-EYE MARKET 


Double-Barreled 


Sales Power! 


It’s yours with The REC- 
ORD and The JOURNAL... 
the rich Meriden-Walling- 
ford area with its double- 


barreled combination of 


mass and class spending! 
Hartford and New Haven 
newspapers can’t even ap- 
proach RECORD & JOURNAL 


97% coverage. 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 
Netione! Representatives 


Gilmon, Nicell & Ruthmon 


Nielsen Radio 
Two Weeks Ending May 25, 1957 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience+ 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (433) | 


1 Gunsmoke (General Foods, Sun., CBS) 

2 ee ee I TUR BD dtericcccccccosensteetiintatebbinsteesssccceces 
3 Our Miss Brooks (General Foods, CBS) .... 

4 Gunemoke (Pontiog, Sum., CBS) .......00cceccrssocossccscccsceseseeceseroes 
5 en ee I EE = scndisabudnbevcccuvssesvestoconiieccosses 
6 Treasury Agent (Participating, MBS) ...........ccccccccccccsceeseencesseeeseeee 

7 Telephone Hour (Bell Telephone, NBC) 

8 Gangbusters (Participating, MBS) .............0000. 

9 Allan Jackson-News (Chevrolet, 8 p.m., CBS) ......cccccccccccsesescesesseseseenennenenavens 674 
10 Mitch Miller (Severa! sponsors, 8:25 p.m., CBS) o.......ccccccccccccsesessennennenneeseennes 674 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (674) 

1 EE _ ot ee Eee 1,204 | 
2 One Man's Family (Participating, NBC) .............c.cccccesesseessesseseseeeeeeneensensnenees 1,156 
3 Oy UU I I ii icctsccsneccceccecosocvcccnocionnits nee | 

| 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,059) 

1 Young Dr. Malone (Lever, second half, Mon.-Fri., CBS) .............ccccecseereeneee 1,733 

2 Helen Trent (Hearst, second half, Tues., second week, Fri., first 
SU, RID cate idriattinienalntinccnbenacenntnhccstetcinnesaieanenenationevccecavveesnseeneceseeonse 1,733 

3 Road of Life (Hearst, first half, Thurs., first week, CBS) .........c0...0cccceeeeeeee 1,685 
4 Ma Perkins (Lipton, second half, Mon.-Fri, first week, CBS) ............c000000 1,685 
5 Ma Perkins (Scott, second half, Tues. & Wed., second week, CBS) ............ 1,685 
6 Helen Trent (Grolier, second half, Tues., first week, CBS) 
7 Young Dr. Malone (Scott, first half, Thurs. & Fri., CBS) 
8 Helen Trent (Scott, first half, Mon. & Thurs., CBS) ........c.cccccccccssecsceseseeeseseees 
9 Helen Trent (Lever, first half, Mom.-Fri., CBS) .......:c.cccseccossecseeseesseeeceeeseereeesee 
10 Ma Perkins (Lever, first half, Mom.-Fri., CBS) .......ccccccccccccccossesseeeeseeeseeeeneeenee 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (433) 

1 Woolworth Hour (F. W. Woolworth Co., CBS) c.ccccccccccccccsccscossssseeeeeneeecvenennnens 1,493 
2 Johnny Dollar (Lorillard, CBS) .... 

3 I TERED SPUN MII shitactatnencrncnesnhenstcastnssasubiesuuonnentcousesinescestitoutindsion 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 
1 Gunsmoke (Pontiac, CBS) .............. 
2 Gunsmoke (General Foods, CBS) .... 
3 I IRs IY na a assssnepspnontaoncnbonte 
*Number of homes reached is based on 48,150,000, the estimated July 1, 1957, total 

U. S. radio homes. 

THomes reached during all or any part of the program, except for homes listening only 

one to five minutes. For a program of less than 10-minute duration, homes listening one 

minute or more are included. 


‘PF’ Adds Representatives Donnelley Names Harris 

PF—The Magazine of Prefabri-| Kenneth R. Harris, formerly ad- 
cation, Washington, has appointed | vertising manager, intermediate 
P. H. Dempers Jr., Skokie, IIL, as | division, Continental Casualty Co., 
its representative in nine mid-|Chicago, has been appointed mid- 
western states; Edward S. Lauer,| western advertising representa- 
Washington, for 13 southeastern|tive of Reuben H. Donnelley 
states, and Frank H. Syms Asso-/|Corp.’s National Cleaner & Dyer, 
ciates, New York, for New Eng-|Starchroom Laundry Journal and 
land, New York, New Jersey, | National Rug Cleaner, with head- 
Pennsylvania and Ohio. | quarters in Chicago. 


THE INQUIRING ADVERTISER 


“| Have A 


Sales Problem” 


Answered by John Pepper 
and Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


Question: I am a sales manager with a sales prob- 
lem in the Mid-South. As a southerner can you 


suggest some solution that I could 


Mr. Pepper: There is definitely a solution you may be 
missing. As a southerner, I know from actual facts that 


there are advantages available in this 
in other sections of the country. 


Mr. Ferguson: This fact alone is worth cash to find out 
—that the Memphis trading area is 40 percent Negro. 


40 percent as a unit? 


Negroes in the United 


And welivered as a unit, by the one 
know and respond to, WDIA. 


radio station ever to 


i) 


- ——_ loyalt 


Y 
transmitter in this 


* em with the 


area. 


a 
sells 


Mr. Ferguson: But there’s something 
for z 
like 

the fact that this 40 percent of the 


Mr. Pepper: Suppose you could sell that 
Mr. Ferguson: You can. Right in this 
area are nearly one-tenth of all the 


est Negro market in the whole wor 


Mr. Pepper: WDIA was the first Negro 


section of country. That means, it 
appeal. In their own 
uage—it sells these people and it 


ou to know about this market, which you aren’t 
to find out from marketing surveys. And that’s 


: percent of its money. It’s a proven fact. They made 
$616,294,100 last year. And they will spend—on the aver- | 


age—80 percent of it on consumer goods. 


Mr. Pepper: What’s more, they buy quality, too. We 
have success story after success story, rolled up by 
advertisers like Swansdown Cake Mixes, and Kools, 
and Carnation, and Fitch Shampoo. All of them based 
on that wonderful, fabulous true story, of a market 

found nowhere else in the world, and a 
VA medium tailored to suit it. 


Mr. Ferguson: That 40 percent of Mem- 

phis actually buys far beyond what you’d 

expect. That 40 percent buys 52.9 percent | 

of the women’s hosiery sold here. They 

percent of the salt. They buy 63.8 percent of 
e flour. 


Mr. Ferguson: And you can tap this market for your 
own product, through WDIA. In fact, there is no other 
medium of any kind that comes anywhere near the 
coverage—much less the acceptance—of WDIA. 


9 


be missing? 


area that are not 


Mr. Pepper: For that’s the big factor in WDIA’s own | 
success story. WDIA is the first radio station ever to 
broadcast for Negroes only. It’s their station. It gives 
them your sales message in their language. And they’re 
loyal to it. 


Mr. Ferguson: What you can get in on here is a special 
appeal, to a special mass group, through a special 
medium. These are the 80 percent pene that make 
up almost half the population. And they’re delivered 
to you as a unit. 


States. The —_ 


medium they all 


Mr. Pepper: So drop us a note, give us an idea of what 
your line is, and see what we can give you by way of 
proof. I'll personally guarantee you—no matter what 
your field is, and your product is, we've 
got facts and figures and case histories 
that will make you sit up and take notice. 
Write us today. ‘ 


be built in is 
has a 


only 50,000-watt ~“S 
Mr. Ferguson: We'll look forward to hear- 
ing from you. 
WDIA is represented nationally by John E. Pearson 
Company. 

Commercial Manager, Harold F. Walker 


just as important 


people spends 80 


| ment, 


Advertising Age, July 8, 1957 


Advertising We Can Do Without...No. 16 


Operates on 115 or 208 Volts 


INSTALLED BY AIRVEL 


New York's Largest eee aneey dedicated 
te home and office air 
Air Conditioning exclusively 


AIRVEL™ 


Td el 
—os ONE HORSE POWER 
One Knob Contre! 


now$ 00 
LESS saodel £-100-190 Regular Price $229.95 
WOW —5204 95 
Mode! Regular P 


£100 LOZ race 
$249.95 NOW—5224.95 
AIR CONDITIONING 
ENGINEERS 


CONDITIONING SHOWROOMS AT 50 W. 45th ST. 
ENGINEERS «CALL MU 2-5205 


ROOM AIR 
CONDITIONER 


00 


$1252 


FITS ANY CURRENT! 

Mode (100-000-208, PRICE SEERA... WOW STOK.OE 

Meds E100 —AEE, PCE SUNS... OW S2DG.S5 
DON'T DELAY! CALL TODAY! 


CH.2-1811 


© Installed ond Serviced by Expert Engineers « 


BILLEN = 


406 WEST 26 ST. NEW YORK, 1, HY. 


NEW PRICING SETUP—AIl Porte of Grey Advertising Agency, New 
York, and W. Monforton of Campbell-Ewald Co., Detroit, both sub- 
mitted these ads from the June 12 issue of the New York Times 
as worthy entrants in the advertising-we-can-get-along-without 
series. The featured “price” turns out not to be the price but the al- 
leged discount from the regular price. “This kind of type-trickery 
irks the shopper, honest ad guys and most readers of AA,” com- 
ments Mr. Porte. 


ARB Network TV Ratings 
Week of June 1-7, 1957 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


Rank Program Rating* 
1 Perry Como (Several sponsors, NBC) .............ccccc0e jvlicrissnaninassoniessbtiibies 415 
2 Chevy Show—Pat Boone (Chevrolet, NBC) 0.00.00... 1 aiid 37.0 
3 1 Love Lucy (General Foods, Procter & Gamble, CBS) ....00.00000000000. WI 
4 Gunsmoke (Liggett & Myers, CBS) ......cccccccccccesceeeneeneesees ‘ 33.9 
5 What's My Line (Helene Curtis, Remington Rand, CBS) 32.6 
6 Playhouse 90 (Participating, CBS) ..........cccccssceeeeeneeneseeee : 32.3 
7 Wyatt Earp (Procter & Gamble, General Mills, ABC) ...... 32.0 
8 Steve Allen (Participating, NBC) ...........ccscssccescerseeeeseereeeeeeeee 31.4 
9 I've Got A Secret (Winston cigarets, CBS) .........ccccccccecceeeees 31.0 
10 Father Knows Best (Scott Paper, NBC)... 30.5 

TOTAL VIEWERS REACHED 

Rank Program (000)** 
1 Perry Como (Severol sponsors, NBC) .....00.0........... - 43,380 
2 Chevy Show—Pat Boone (Chevrolet, NBC) vo» 36,890 
3 Gunsmoke (Liggett & Myers, CBS) ........6cccees oe 
4 Steve Allen (Participating, NBC) , .. 34,950 
5 1 Love Lucy (General Foods, Procter & Gamble, CBS) ............ .. 33,830 
6 Lawrence Welk (Dodge, ABC) ........ccccccccsceeesseeseeenees woe BI,090 
7 Ed Sullivan (Lincoln-Mercury Dealers, CBS) ...... . 30,640 
8 Loretta Young (Procter & Gamble, NBC) oo... cccccccscessennennenen 29,340 
9 Playhouse 90 (Participating, CBS) ........cccccccccccseeseereee ... 28,930 
10 Wyatt Earp (Procter & Gamble, General Mills, ABC) ........ . 28,410 


*Percentage of homes reached in markets where show appeared. 


**Total number of persons viewing program. 


|Brown & Bigelow Boosts 3 


In a realignment of Brown & 
Bigelow’s sales promotion depart- 
W. T. Forrester, formerly 
district manager at Jacksonville, 
and assistant to the general sales 
manager, will head all calendar 
promotion as supervisor of the 
new calendar sales marketing di- 
vision; K. W. Kuhl, formerly dis- 
trict manager at San Antonio and 
manager of direct mail sales pro- 
motion, will be in charge of the 


new industrial sales marketing 
|division, and C. C. Goerdt, for- 
merly district manager at New 


York and Columbus and northern 
division sales manager, will su- 
pervise the new consumer sales 
marketing division. W. G. Bloedel, 
sales promotion manager, will 
continue in charge of all promo- 
tion. 


Fishel Rejoins Geare-Marston 

Richard Fishel has _ rejoined 
Geare-Marston, Philadelphia di- 
vision of Ruthrauff & Ryan, as 
sales promotion director. He was 
formerly copy supervisor of the 
RCA Victor radio and Victrola 
sales promotion division in the 
Philadelphia office of Kenyon & 
Eckhardt. Before that he was in 
Geare-Marston’s sales promotion 
department. 


Are You Shopping 
For A New Dress? 


Parade, the widely-circulated news- 
paper supplement, went through a 
complete typographic transformation 
recently. 

The story, in the July issue of 
ADVERTISING REQUIREMENTS, 
makes mighty interesting reading. 

You get the thinking behind the 
new typographic design with a good 
steady look at the objectives at 
which the designers aimed. 

It’s a typical AR case history study 
—of which there are many in every 
issue—all aimed at helping you in 
some phase of advertising produc- 
tion, promotion or merchandising. 

Get the July issue and a full 
year’s trial (12 issues) by clippin 
this ad and attaching your $3 chec 
to your letterhead. 

ou 
full! 


Mail it today. You'll be glad 
did—or your money back in 
Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 
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Advertising Age, July 8, 1957 


If You Can't Lick Madison Ave., 
‘Jine’ It, Neuberger Tells Democrats 


In ‘Esquire’ Article 
He Compares Democrats 
Today with GOP in ‘32 


New York, July 5—Sen. Richard 
L. Neuberger (D., Ore.) advises 
his fellow Democrats that since 
they can’t beat Madison Ave., they 
might as well join it. 

Writing in the August Esquire, 
the junior senator from Oregon 
charges that the Republicans, by 
skilful use of Madison Ave. tech- 
niques, have “merchandised” many 
of their “weakest candidates into 
office.”’ 

Sen. Neuberger warns that if the 
Democratic Party expects to win 
any future contests, it must do one 
of two things: 


e “Outlaw the widespread appli- 
cation of public relations tech- 
niques to American political cam- 
paigns. 


e “Or emulate such techniques, at 
least to some degree.” 


The Senator emphasizes that he 
would prefer the first alternative, 
because “I do not believe candi- 
dates should be sold like soap.” 


But he notes that the Constitution | 


prohibits intrusion on free speech— 
“even on the Madison Ave. variety 
of free speech. 

“This, he adds, “leaves the 
Democrats of today with only one 
choice: Go thou and do likewise.” 


® Sen. Neuberger declares that the 
“wider use of Madison Ave. tech- 
niques... could definitely turn out 
to be the most decisive single fac- 
tor governing American politics in 
our generation.” 

Pointing out the Republicans 
have beaten his party to the punch 
in mass communications, he says: 

“I feel that it may be necessary 
for the Democrats, if they are to 
stay in the public arena at all, to 
acquire a fulltime public relations 
counselor and advertising agency, 
working 52 weeks out of each year 
to convince the public of the high 
attributes and qualities of the 
Democratic Party. 

“People’s attitudes are 
constantly. Ideas shaped in 1957 
may dicate where an ‘X’ is to 
be marked on the ballot in 1960.” 


Sen. Neuberger says that as far | 
as “ability to reach the common| 
man is concerned,” the Democrats 


stand today “where the Republi- 


Delacorte Names | 
Helen Meyer to | 
| Dell Presidency 


|@ The Oregon senator advises his | (Continued from Page 1) 

party to recognize that “not all ad-|dle the distribution of all Dell 
| vertising and public relations| magazines—and of those of other | 
j}methods are necessarily bad” and | publishers in the U. S. and other 
ithat “television may have trans-| countries except Canada. Dell In- 
formed politics as completely as|ternational Inc. will handle the 
|two other fundamental develop-| same publications in Canada. 

ments of this century: (1) Wom-| No one was available at Dell to- 
en’s suffrage and (2) radio.” |day to comment on the changes or 

While urging the Democrats into|to list what publishers will take 
an advertiser role, Sen. Neuberger|on Dell’s new distribution facil- 
deplores some of the tactics used | ities. 
by the Republicans. He charges| Heading Dell Distributing and 
that the GOP, having been taught | Dell International will be Albert 
by Madison Ave. “to appreciate the P. Delacorte, president; Paul R. 
impact of a candidate’s appearance | Lilly, exec vp; William F. Calla- 
on the tv screen,” is emphasizing| han and Joseph C. Penell, vps; 
“the physical appearance of candi- | Helen Meyer, treasurer, and Car-| 
dates.” lolene H. Owings, secretary. 

Sen. Neuberger comments: “I The new chairman and treas- 
am troubled by these standards in| urer of Dell Publishing, Albert P. 
politics, because they have scant | Delacorte, has been with the com- 
relationship to a candidate's value | pany for more than 20 years. Pre- 
to his country and to the world. | viously he filled such posts as ed- 

“James Madison, principal au-| itor, vp and editorial director. 
thor of the Constitution of the U.S., | 
|was only 5’6” in height. Could a|# Mrs. Meyer started with Dell in| 
| his short win two Presiden- | 1923, less than two years after| 


jcans did when FDR swept into 
|office in 1932.” 


jman t 


Among Dell’s magazines, whose 
single copy sales total perhaps 
$45,000,000 a year now, are the 
Dell Modern Group—Modern Ro- 
mances, Modern Screen and 
Screen Stories; Dell Men’s Group 
—Inside Detective and Front Page 
Detective; Dell Screen Unit—Mod- 
ern Screen and Screen Stories; 


and the Dell Comics group— 
including “Tom & Jerry,” “Little 
Lulu,” “Donald Duck,” “Bugs 
Bunny,” “Tarzan,” “Lone Rang- 
er,” Jungle Jim” and “Hi-Yo 
Silver.” = 


Hills Bros., Breck 


and Sealtest Back 
Shirley Temple 


New York, July 3—N. W. Ayer 
& Son has demonstrated some 
fancy tv booking footwork in its 
placement of three clients on the 


|new Shirley Temple-narrated 
| fairy tale series. 


This hour program, to be seen 
every three weeks or so over NBC- 
TV starting in January, will bring 
Miss Temple out of retirement and 
to tv for the first time. She will 


| Star in some of the programs and 


also is expected to do some com- 
mercials and lead-ins. 
The advertisers whose divergent 


formed | 


| tial terms today? 
“Thomas Jefferson, with his vio- 
| lin quartet; the awkard Lincoln, 
| with his beard and warts; Grover 
|Cleveland, with his walrus mus- 
ltache; Andrew Jackson, with his 
dueling; the professorial Wilson, 
| with his scholarly language—how 
far would they progress politically 
| today?” 


@ Sen. Neuberger concludes his 
article with five proposals designed 
}to reduce or eliminate large cam- 
paign donations from business and 
jlabor. Some of these he already 
|has proposed in the form of legis- 
|lation. They are: 

| 1. A $10 tax credit for every fed- 
leral taxpayer who cares to con- 
tribute to his party. 

2. Free television and radio time 
| for both major parties. 

3. Federal encouragement of a 

brochure similar to Oregon’s “Vo- 
|ter’s Pamphlet,” which accords 
each candidate equal space and 
opportunity to present his side. 

4. Contributions from the federal 
treasury of 20¢ per voter to the 
major parties. 

5. Auditing of all political cam- 
paign books by the U. S. controller 
| general. + 


needs and wishes Ayer managed to 


|the company was first organized. , ; 
meet with this one-hour series of 


i\She has held various executive 
posts, including a spot as vp. 16 shows are Sealtest, Hills Bros. 
Other new officers of Dell Pub-/| coffee and John H. Breck Inc. The 
llishing include Mr. Lilly as exec | !atter is a newcomer to network tv. 
| VP; Harold Clark, vp and adver-| . 
|tising director; Mr. Callahan and|® Breck will sponsor half of 14 
Bryce L. Holland, vps, and Miss|of the shows throughout the coun- 
Owings, secretary. itry. Sealtest, covering roughly 
The elder Mr. Delacorte started | from the Atlantic coast to Denver, 
Dell with a partner, the late Wil- | and Hills Bros., covering the west- 
liam Johnston, Sunday editor of;ern part of the U.S., will sponsor 
the old New York World. It was|the other half of this 14 and all 
| Mr. Johnston who suggested that | of the remaining two shows. To 
|the publisher’s nickname, “Del,” | make this slightly more complicat- 
be given an extra “1” and that/ed, Hills Bros., which wanted a 
|Dell become the working name of)! longer series, will re-run three of 
the new company. the live shows on kinescope for a 
Mr. Delacorte, who told AD- series of 19. 
VERTISING AGE in 1954 that the om} The first show will be aired on 
pany had never had a losing year,| Sunday (Jan. 12) at 8 p.m., EST. 
recalled that the first year’s opera-| The others will be presented at 
tion brought $40,000 worth of busi-| yarious time periods. 
ness. In 1954, he said, the company 
grossed $38,700,000. 


s Other upbeat news at NBC-TV: 
| Hazel Bishop signed for two alter- 
® The company has always bal-|nate-week and one-week spots for 
anced its holdings between adver-|the fall. The weekly “Amateur 
tising and non-advertising books, Hour” telecast has already started. 
so that “when advertising is bum,I| The cosmetics company, which 
| don’t go out of business,” explained |is bounding back into network tv 
Mr. Delacorte. in a big way after a relatively 

The nation’s biggest newsstand | quiet period, will co-sponsor the 
publisher, Dell has long been a! Jane Wyman film with another 


major factor in the comics book 
business, putting out about one- 
third of all the comics published 
in the U. S. Comics account for 
perhaps 35% of the company’s 


advertiser still to be selected and 
will present “Manhunt” in con- 
junction with American Tobacco 
Co. Raymond Spector Co. handles 


Whyte 


Knight Coyle 
Such Sherman Franz 
NEW OFFICERS—Shown here are new officers of the Art Directors 
Club of Los Angeles: Michael C. Such, Erwin, Wasey & Co., presi- 
dent; Arthur J. Sherman, Hixson & Jorgensen, Ist vp; Joseph 
Franz, Stromberger, LaVene, McKenzie, 2nd vp; John Whyte, Dan 
B. Miner Co., secretary; James Coyle, Charles Bowes Advertising, 
treasurer, and James Knight, Neale Advertising Associates, mem- 
bership chairman, 


the Bishop account. 

gross revenue. a The last quarter sponsorship 
In 1954, Dell refused to join the| . a ijability on the national college 

burgeoning Comic Book Assn., call-| ¢,4thall schedule was sold to Lib- 

ing that group “ineffectual” and | bey-Owens-Ford Glass Co. (Fuller 

insisting that its own “ironclad & Smith & Ross). 

policy of publishing only whole-| 4 ter weeks of rumor about the 

some comics books” constituted the | future of “Lux Video Theater.” 

“most stringent self-censorship” tol ever Bros. decided to drop the 

be found in any medium. |show but to keep a half-hour of 


The refusal to join the Comic |, f . ‘ 
Dect Bain: Gaein ater tie. Deda the NBC hour for a new program. 


corte left the Magazine Publish- 


ers Assn., when Dr. Fredric Wer-|_ w vt “ Re sear tse 
tham blasted comics books at ABC-TV was over an advertiser 


8S!who had been considered set for 


rprimers for crime." At the times Sunday night spot and then lok 


; - 1: |ed as though he was getting away 
comics segment of the publishing . ny : 
Sadeestonn oid not pull weight | When program difficulties threat- 
in the Magazin lishers Assn.|°™°¢- - 

B e Publis The big one who almost, but 
® More recently, Dell instituted didn’t, get away, heo-y Kaiser Alu- 
a $15,000,000 monopoly — suit|™inum & Chemical Corp. (and 


® The greatest rejoicing this week 


its subsidiary, Union News Co.|had been toying with the idea of 
Dell said it notified ANC it was|networking movies on Sunday 
canceling its distribution con-| night for 90 minutes, but reported- 
tracts in 60 days and that ANC|ly dropped the project because 
retaliated by canceling all con-|there didn’t seem to be enough 
tracts in all cities prior to the| good films available. 

60-day grace period. The suit sub- ABC finally sewed up the Kaiser 
sequently was “discontinued, with-| business with an hour show, a 
out prejudice, by agreement.” new Warner Bros. western, + 


- 


against American News Co. and| Kaiser Industries Corp.). Kaiser | 


QUEENLY—Bunny Cooper, Miss Roy- 

al Crown, presides at dedication 

ceremonies for the new RC-Nehi 
bottling plant in Columbus, O. 


‘American Abroad,’ 
Aimed at Expatriate 
Market, Bows in Fall 


| New York, July 3—A new 
|magazine, The American Abroad, 
will make its debut in Europe this 
September. 

Designed primarily for Amer- 
icans who live and work in Europe, 
American Abroad will be an illus- 
trated English-language monthly 
published in Switzerland by the 
American Abroad Corp. It is being 
put out by Walter Kerr, former 
foreign editor of the New York 
Herald Tribune. 

The magazine will cover poli- 
tics, the arts, entertainment, trav- 
el and business. Page size will be 
8%x11%”. The initial circulation 
goal is 30,000. 

American Abroad will be avail- 
able by subscription at $8 per 
year, but it expects to sell most 
of its copies on European news- 
stands. Single copy prices will 
range from four shillings (56¢) in 
Britain to 280 francs (75¢) in 
France. 

Advertising headquarters will 
be maintained in London. In the 
U. S. the magazine will be repre- 
sented by Robert T. Kenyon Co. 
Page rates have been set at $800 
b&w, $1,200 for four color and $1,- 
500 fourth cover. + 


Business Papers 
Score 3.8% Ist Half 
Ad Gain, ‘IM’ Reports 

Cuicaco, July 5—More than 325 
business publications reported an 
increase of 3.8% (9,479 pages) in 
advertising volume for the first 
half of 1957 over 1956, as reported 
in the July issue of Industrial Mar- 
keting. For the month of June, the 
reporting publications indicated a 
gain of 2.8% (1,195 pages). 

The group of industrial papers 

gained 5.7% (9,322 pages) for the 
first six months of 1957 over 1956, 
and 4.6% (1,329 pages) for June. 
Product newspapers showed a gain 
of 1.3% (253 units) for the year to 
date, but dropped 3.4% (125 units) 
in June, 1957 below June, 1956. 
Trade publications also decreased 
in ad volume; 5.3% (1,965 pages) 
for the first half of 1957, and 4.5% 
(242 pages) in June, 1957, against 
|June, 1956. 
Class publications reported an 
|inerease of 6.0% (1,243 pages) for 
|the year to date total, and gained 
| 6.1% (203 pages) for the month 
|}of June. An increase of 9.3% (626 
pages) for the first six months of 
1957 was shown by the group of 
,}export papers, which also showed 
a gain of 2.6% (30 pages) for the 
‘month of June. + 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge 
lines (maximum—two) 30 letters and 
per line. Add two lines for box number. 


$5.00. Cash with order. Figure all cap 
spaces per line; upper & lower case 40 
Closing deadline: Copy in written form 


in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING DEC 


HELP WANTED 


. 31, 1956 


36,916 


POSITIONS WANTED 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 

202 S. State St., Suite 1302-4 
ENGINEERING-EDITOR ... CALIFORNIA 
Needed: 
M.E., LE., or E.E. who is now on the 
editorial staff of a national trade publica- 
tion and can write good technical ar- 
ticles. He will work with a small group 
of technical colleagues in a specialized, 
creative writing group located in South- 
ern California. We would like a man of 
good appearance and pleasant personality 
not over 36 who likes people, scientific 
subjects, California living and an unlim- 
ited future in salary and potential, with 
a starting rate in five figures—for the 


right man. If you are interested, send in | 


full confidence your resume and any ex- 
amples of technical articles you have 
written. We will write to you—whether 
we hire you or not—and help you finan- 
cially to make a move if you are our 
man, 
Box 9722, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE 
Editors ... china Public Relations 
Copywriters ................. Advtg. Managers 
Artists Media Production ...... Service 


“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams St.-Chgo. 3 
LEADING SPECIALIZED AGRICULTUR- 
AL PUBLISHER, expanding staff, has 
opening for aggressive space salesman. 
Position requires 50% of time in travel in 
three mid-west states. Excellent oppor- 
tunity to take over an impressive volume 
of business and expand its development. 
Salary, expenses, profit-sharing, and oth- 
er fringe benefits. Send complete resume 
to: E. E. Ruther, Watt Publishing Co., 
Mount Morris, Hlinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 


PUBLIC RELATIONS - AD ASSISTANT | 


Young woman public relations or adver- 
tising beginner who likes to write and 
wants to enjoy life in Wonderful Wis- 
consin. Train for publication work, pub- 
lic relations, sales promotion, advertising, 
with fire-casualty company experiencing 


rapid growth. Progressive training pro- | 


gram to help you to success 
HOME MUTUAL INSURANCE COMPANY 
APPLETON, WISCONSIN 


SPACE SALESMAN 
Merchandising Trade Publication. 170 
years leader in highly prolific field. Cov- 
er Chicago and near vicinity. 
substantial established billing. Moderate 
travel. Mature experience, successful 
sales record essential. (Age approx. 27 
to 35). Salary, expenses, incentive, etc. 
Write briefly for appointment. 

Box 9723, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
200 Se. State St., Ha 7-1991 Chicago 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

appointment on 
59 E. MADISON « SUITE 1417 
CHICAGO 2, ILL. 
CEatral 6-5670 


an engineer with a degree in| 


Includes | 


COPYWRITER-10 YEARS EXP. Present- 
ly employed but wants more demanding 
| position Young (35), creative. Ex- 
| perience includes: Copy (top accts., top 
NY 4A agencies), Advt.-Sales Prom. Mgr. 
(major industry), Sales Prom., A.E. & 
Writer (network). Will relocate. 
Box 9715, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HOT AD MGR.-ACCOUNT, COPY-MAN 


8 yr. agey., mfr., Sales Prom., Admin. 
All media. Cons. & Indust. PR. N.U. 
| grad. ORchard 4-9580 - Skokie, Illinois 


EXPERIENCED 
ACCOUNT EXECUTIVE 
Mature executive with many years of 4A 
agency AE experience. Know advertising, 
|}sales promotion, public relations and 
agency operation. Presently employed, 
but seeking challenging opportunity for 
| top ability and experience. 
Box 9727, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 
| TECHNICAL & CHEMICAL COPY WRIT. 
ER, FREE LANCE creates sound, crisp 
industrial copy, manuals etc.; complex 
mechanical or chemical assignments in- 
vited. 
Box 9726, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
AE DESIRES NEW LOCATION 
Experienced in Farm, Housewares, 
| and general Industrial accounts. 7 yrs. 
all-around 4A agency experience. 28, 
Single. Salary—$8500. YOUR MOVE .. 
Box 9725, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING ARTIST, FREE LANCE 
seeks volume layouts, artwork, direct 
mail from small advertisers, mfgrs. in 
| exchange for quality art service at low 


| 


Beer 


cost. 
Box 9724, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SCHOOL TEACHER? 
I discovered that high school teachers are 
underpaid IDEA MEN. After giving creative 
individual assignments to 35 students an 
rs, I switch 
tact work in a@ small-town agency and proved 
that the school boar 


WILL SUCCESS SPOIL YOUNG 
| 
| 
| 


hour for 4 


peo 
Available for N.Y. int 
= 663 ADVERTISING 
480 Lexington Ave., New York 


teaching 


REPRESENTATIVES WANTED 


ADV. REPS. WANTED 

For all areas for 2 top grade trade mags 
serving retail lumber & Bldg. mati. in- 
dustry. Send all details, states covered, 
etc., to: 
NORTHWESTERN LUMBERMENS ASSN. 
1013 - 4th Ave., So. Minneapolis, Minn. 

New Method of Full Color Printing 
With Transparent Inks. Low Cost-Beauti- 
ful Color-Fast Service. 
logues our specialty, Skokie Colorgraph, 
Inc., Morton Grove, lll. ORehard 4-7400— 
Representatives Wanted. 


BUSINESS OPPORTUNITIES 
OWNER OF SUCCESSFUL MAGA- 
ZINES IN THE BLDG. INDUSTRY DE- 
SIRES TO JOIN WITH LARGE PUB- 
LISHER. Owner, (not a Corp.) had $30,- 
000 profit last year. Large publisher with 
proper sales and promotion staff could 
double profits in one year. Prefers to 
continue with papers, but will consider 
sale. 


Box 9721, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
STUMPED BY TECHNICAL COPY? 
Top industrial P.R. man will Free Lance: 
Press releases—$200, Adv. Copy—$350, 
Tech. articles—$400, Speeches—$500, 15 
min. movie scripts—$1800. Don’t suffer— 
let me do it! Box 665, 90 Church St., 
New York 8 ,N.Y. 


small publication with or without print- 
ing facilities. State location. 
Box 9728, ADVERTISING AGE 
430 Lexington Ave., New York 17, N.Y. 


MISCELLANEOUS 

New York apartment. Large rooms 
beautifully furnished in good taste; be- 
tween Park & Lexington (east 37th). 
Available 9/15. Must sell furniture 
| ($2500.). Rent $170. month. Call TAlcott 
| 3-5956 or write Mrs. M. Mason, 917 So. 
Hamlin, Park Ridge, Illinois. 


” 


Turn to page 40—July Issue—‘‘Successful 


Farming” to see the latest farm animals 
| im seratchboard by John Andrews, 1504 
| Dedge Street, Omaha 2, Nebraska. 


Will purchase job printing business or | 


MAGAZINES WANTED 


WE ARE INTERESTED 
IN ACQUIRING 
MAGAZINE PROPERTIES 


BUSINESS * DIRECTORIES 
NEWSSTAND * CONSUMER 
CATALOGUE 


ALL REPLIES STRICTLY 
CONFIDENTIAL 


SAN FRANCISCO 
sales promotion 
OPPORTUNITY 


Unusual opportunity for sales 
promotion producer with a lead- 
ing Western insurance company. 
Must be an idea man with direct 
|} mail know-how—a good organ- 
izer with enthusiasm and drive. 
Man we want is now successfully 
employed but looking for a 
unique opportunity to achieve 
outstanding results. Knowledge 
of life and disability insurance 
helpful. Salary open—no ceiling 
on opportunity for growth and 
advancement. Write in confi- 
dence: 
Box 660, Advertising Age 

200 E. Illinois St., Chicago 11, Ill. 


| 
| 


B. G. DAVIS, PRES. 

c/o ZIFF-DAVIS PUBLISHING CO. 
366 MADISON AVENUE 

NEW YORK 17, N. Y. 


Short run cata- | L . 
220 S. State St., 


COPYWRITERS 
$8,500-$20,000 
Many immediate openings for men 
wi consumer and/or industrial 
backgrounds. 
Varied rint experience necessary. 
Radio-T/V helpful. Can also use copy 
chiefs and copy-contact men. 
For confidential representation, con- 
tact— & 


George E. Pyikas 
Executive Advertising Consultan 
CADILLAC ASSOCIATES, INC. 
Chicago, WA_2-4800 


OFFICE SPACE 

for small agency 
Owner with interest in new trade book 
will take part rent in creative services 
for offices in new one-story air conditioned 
building on Chicago’s North side. Plenty 
of parking, good address. 

5415 N. Lincoln Avenue 

Call Larner LOngbeach 1-4280 


YOUR CLASSIFIED 
AD HERE 
WILL GET RESULTS 


Our 46th Year 


MKT. RESEARCH DIR. (retail). $20-22M 
Analysis mkt., demand factors 
as basis long-range plans. Vol- 
ume-profit forecasts. Evaluate 
locations. Up-to-minute mer- 


ASST. AD.MGR., bidg. materials to $7,500 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 8. Dearborn CE 6-5353 Chicago 


GRAPHIC ARTS 
EXECUTIVE 


Capable man seeking top job. Practical 
knowledge engraving, typesetting, paper, 
art and copy preparation, platemaking, 
presswork, binding, finishing, mailing; 
litho, letterpress, gravure; commercial! and 
publication multicolor work. Experienced 
estimator, purchasing agent, production 
manager, assistant to publisher president 
Wide acquaintance among printing trade 
association members. Box 666, Advertising 
, 200 E. Illinois St., Chicago 11, Ill 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


187 N. LaGALLE, CHICAGO LINO 
| PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


TOP-CALIBRE COPYWRITER— 
PROLIFIC IDEA PRODUCER 
Now Available For Hire! 


15 years on major Chicago accounts—3'4 years own agency. Mostly 
food accounts, but experience extends from hard lines to lubricants, 
Age 38, married, two children—will consider re-locating. For 
resume or personal interview write: 


Box 665, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Illinois 
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Canada May Get 
New Ruling Body 


for Broadcasters 


(Continued from Page 2) 


|ceived by the Conservative oppo- 


sition and as sought for years by 


ithe Canadian Assn. of Radio & 
| Television 


Broadcasters, would 
have wider powers and authority 
than the board recommended by 
the Fowler Royal Commission on 
Broadcasting earlier this year. 

The Conservative opposition in 
recent years has also argued in 
the strongest terms that more 
private radio and tv stations be 
permitted, on the ground that CBC, 
the publicly owned system, con- 
stitutes a monopoly. However, 
there is no indication that the new 
government will attempt to reim- 
|pose licenses for radio receiving 
sets nor new licenses for tv re- 
ceiving sets. 

While no final decision has been 
made by Prime Minister Diefen- 
baker, it is probable that National 
|Revenue Minister George Nowlan 
may be designated as the minister 
| through whom CBC will report to 
Parliament. Mr. Nowlan’s prede- 
cessor as revenue minister, Dr. 
James J. McCann, functioned in 
this capacity for several years past. 

It is completely within Prime 
Minister Diefenbaker’s authority 
to designate whatever minister he 
chooses as CBC’s link with the 
government and Parliament. # 


‘TV Guide’ Boosts Stein; 
Splits Three Editions into Five 

Edward L. Stein, formerly with 
the national advertising sales staff 
in New York, has been named 
manager of the St. Louis edition of 
TV Guide. 

The magazine also announced it 
will split the regional editions cov- 
ering New England, parts of New 
York, Pennsylvania and eastern 
Canada into five editions begin- 
ning Oct. 12. The present New 
England, Hudson Valley and Lake 
|Ontario editions will then become 
the New England, Connecticut Val- 
ley, New York State, Lake Ontario 
and St. Lawrence editions. The 
three present editions have a com- 
bined circulation of 740,000. 


WHAT WOULD YOU PAY 
FOR THESE 3 MEN? 
COPYWRITER 
ACCOUNT EXECUTIVE 
TV & RADIO TIME BUYER 


FOR AMBITI 


zine has opening in 


Send complete i 
rent photograph. 


200 E. Illinois St., 


ATTRACTIVE OPENING 


OUS, YOUNG 


SPACE SALESMAN 


Age 28 to 35. National trade maga- 


its New York office. 


Excellent starting salary, plus expenses. 
Two to four month training period. 


Requires extensive traveling for a 
period of two to four months. 


nformation and cur- 


Box #655, Advertising Age 


Chicago 11, Illinois 


$20,000, $30,000 or MORE? 


Now you can have all 3 for the price 
of one. This man writes strong copy 
that sells — can merchandise and create 
sales stories for a wide variety of 
hard consumer products Is 
thoroughiy familiar with TV & Radio 
time that will produce results. Currently 
situated, but not happily. Available to 
medium sized agency or alert business 
firm seeking an aggressive merchandiser 
who can coordinate your advertising & 
sales departments. Married 1 child 
Salary for all 3-$10,000 a year. Prefer 
Chicago. Box 664, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois. 


J ADVERTISING MANAGER 
$12-14,000 


| 

| AAAA firm selling nationally 
requires ad manager experi- 
enced in promoting sales at 
retail 
outlets. 


through automotive 


Degree preferred. Age 30- 
40. 


} Write or phone 
R. L. Russell 
Advertising & Sales Representative 


DRAKE PERSONNEL, INC. 
220 S. State St. Chicago HA 7-8600 


We have a national client desir- 
ing versatile advertising manager. 
Excellent opportunity, good start- 
ing salary, great future for right 
man. Contact Mr. Rodkin, Sander 
Rodkin Advertising Agency, Del- 
aware 7-0300, Chicago. 


Electronics manufacturer needs 
experienced and versatile adver- 
tising manager who can be own 
boss. Good pay, fine opportunity 
with large firm which is growing 
fast. Located in Chicago suburb. 
Box 659 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


TWO GREAT 
OPPORTUNITIES 
WITH BOOMING 

AGENCY 


Well established agency in medium- 
sized midwest city has healthy 
growing pains. Billings for '57 will 
double '56. Need two men to grow 
with us... 

COPYWRITER for a wide variety 
of interesting consumer, agricultural 
and industrial accounts. Would like 


PUBLISHER'S REPRESENTATIVE WANTED 
CHICAGO AREA. MANY LIVE LEADS, 
GENEROUS COMMISSION. 
Top tradepaper —— pros 
field. Never represent in icago 
but promotion has softened the way. 
Write Box 661, Advertising Age 
200 E. Illinois St., Chicago 11, IIL. 


rous 


him to be young, married, and have 
3 to 5 years’ experience, but we'll 
make exception if qualifications 
warrant. 

PRODUCTION MAN (young) who 
has a good understanding and work- 
ing knowledge of the graphic arts. 
If good enough, he can start as 


production manager (present man- 


PROMINENT PUBLISHER 


WILL BUY 
@ MAGAZINES 
@ RADIO STATIONS 
@ TELEVISION STATIONS 
@ NEWSPAPERS 
Newsstand distribution publicati 
preferred. 
Will consider trade or business 
magazines. 
All negotiations with principal. Strictly 
confidentio!l. Box 662, ADVERTISING 
AGE, 480 Lexington Ave., New York 
17, NY. 


ager ready for advancement) 

or he can work up to that position 
in a very short time. 

Both jobs offer excellent opportu- 
nities. Salaries open; we'll pay what 
you're worth! Our city is ideally 
located . . . just 2 to 3 hours from 
three metropolitan centers. Wonder- 
ful living conditions (never more 
than ten minutes from office); uni- 
versity offers many educational and 
sports activities; perfect place to 
raise a family. If you feel qualified 
for either job, write us today. Re- 
plies held in strict confidence. 


BOX 656, ADVERTISING AGE 


|] 200 E. Illinois St., Chicago 11, Il. 
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Nielsen Network TV 
Two Weeks Ending June 8, 1957 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes | 
Rank Program (000) 
1 Chevy Show-Pat Boone (Chevrolet, NBC) ............ccccccsseemserseneeneerenenenenneenens 
2 Saturday Color Carnival (RCA, Whirlpool, Oldsmobile, NBC) sek 
3 Gaiamatn Bhat G Maern, CODD asscsacescsdscoscscarscssecesstscseceseosesescousenenencasosones 
4 | Love Lucy (Procter & Gamble, General Foods, CBS) 
5 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .............. | 
6 Producers’ Showcase (RCA, Whirlpool, Oldsmobile, NBC) 13,057 
7 Perry Como Show (Several sponsors, NBC) ............ccccceereeeeees 12,533 
& Playhouse 90 (Participating, CBS)  .......0.-csssssrersnsnernenenennnes 12,493 | 
9 $64,000 Question (Revlon, CBS) ........ccccccccccccccessesesesesneseevenenes 12,372 
10 I’ve Got A Secret (Winston cigarets, CBS) ..........cccccccssessnsnsennnneeseenennnenens 12,251 

PROGRAM POPULARITY? 

Homes 
Rank Program (%) 
1 Chevy Show-Pat Boone (Chevrolet, NBC) oo........ccccccssesseeeesnesnrenneareerereennenennnnns 38.7 
2 Saturday Color Carnival (RCA, Whirlpool, Oldsmobile, NBC) .................. 36.4 
3 Gemma Glee B Mire, COGD ncecncnceccccscscsccsecsnsessseccssssrcrvccsessesesocatosintess 
4 | Love Lucy (Procter & Gamble, General Foods, CBS) ..........-.:.cecseeeeeeeee 
5 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........c-cccnereseereeereeenenees 
6 Producers’ Showcase (RCA, Whirlpool, Oldsmobile, NBC) 
7 Peeters GO rtiailin,  GG ccvcceesecscncccsenscrvsesecceneserseccsosnsssocevcnssocssenes 
8 Perry Como Show (Several sponsors, NBC) 
9 EE re Ee IED 
10 I've Got A Secret (Winston cigarets, CBS) ...........0+ nnaiadiadsilitimomninin 31.3 

Nielsen Average Audience™* 

Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, CBS) ............. 12,775 
2 Chevy Show-Pat Boone (Chevrolet, NBC) ......cccccccccccescessesensenennenenennenen 12,372 
3 1 Love Lucy (Procter & Gamble, General Foods, CBS) .........ccccccceceeeeennees 12,211 
4 Sy Cy CI CIID. Sirs ecdiet ccetcocentmcetsrennticedsbdtteneshépencet enue 11,284 
5 Saturday Color Carnival (RCA, Whirlpool, Oldsmobile, NBC) ................ 11,203 
6 I've Got A Secret (Winston cigarets, CBS) .......-:.:csssresersnnsenseeereneneenenenes 11,203 
7 December Bride (General Foods, CBS) ........cccccccccccccccseceeeeeeseecrseeeeeeeeeeenenenee 10,962 
8 Loretta Young Show (Procter & Gomble, NBC) ................... 10,921 | 
9 Pe Sy Ty, CINE > ditedleetecedberasnertenncsetbennicinicintscceatncindarttiiinnieeninilataipint 10,438 
10 The Lineup (Brown & Williamson, Procter & Gamble, CBS) ............... 10, 317 | 

PROGRAM POPULARITY? | 

Homes | 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, CBS) ......... : 32.8 
2 Chevy Show-Pat Boone (Chevrolet, NBC) ......cccccccccccccsscesenseereneneeeneeneeennnens 31.8 
3 1 Love Lucy (Procter & Gamble, General Foods, ces) ATR eT eT 31.2 
4 I OE EEE ACE TR cs, Lee SSE SE 2 28.7 
5 Saturday Color Carnival (RCA, Whirlpool, Oldsmobile, NBC) . 28.7 | 
6 I've Got A Secret (Winston cigarets, CBS) .......cccccccccccscessenersnenennennnnenenennnes 28.6 | 
7 December Bride (General Foods, CBS) . , 28.1 
8 Loretto Young Show (Procter & Gamble, NBC) . 27.6 | 
9 Alfred Hitchcock Presents (Bristol-Myers, CBS) siiitdenasmiiaiieiinatabt amelie, 26.6 
10 The Lineup (Brown & Williamson, Procter & Gamble, CBS) . 26.4 


* Homes reached by all or any port of program, except for homes viewing omy one io 
five minutes. 

** Homes reached during average minute of the program. 

+ Percented ratings are based on ty homes within reach of station facilities and by 
each program. 


Videodex Network TV“ 
June 1-7, 1957 


Copyright by Videodex Inc. 


Rank Program (%) | 
1 $64,000 Question (Revion, 172 Cities, CBS) ........cccccccccceseeees 33.2 | 
2 Perry Como (Several sponsors, 153 Cities, NBC) 32.3 
3 Ed Sullivan (Lincoln-Mercury Dealers, 173 Cities, CBS) .........cccccccccceesecees 31.7 | 
4 Twenty One (Pharmaceuticals Inc., 143 Cities, NBC) ............cccccccesceeeeeeeneees 30.7 | 
5 | Love Lucy (Procter & Gamble, General Foods, 156 Cities, CBS) ............ 30.4 
6 Piayhouse 90 (Participating, 129 Cities, CBS) ......cccccccsesssesereeeneeneeneeneenee 30.2 
7 Chevy Show (Chevrolet, 136 Cities, NBC) ............cccccscesseseesessersenneeneeenenees 29.8 
8 Dragnet (Chesterfield, Schick, 167 Cities, NBC) ...........ccccccccccsessersseneeneeeeneenes 28.9 
+ Cavalcade of Sports (Gillette, 171 Cities, NBC) 28.6 | 
10 Se CEs er Se, GIN hiaiisennstices satiacccninscseriseencetinvtininnnsoventnvicsiiones 28.0 | 
Rank Program (000) 
1 $64,000 Quesion (Revlon, 172 Cities, CBS) ..........cccccccccesseseserseeeeseeerenneeneens 11,285 | 
2 Perry Como (Several sponsors, 153 Cities, NBC) .........cccccccsseecnseeeeneree 10,713 

3 Ed Sullivan (Lincoln-Mercury Dealers, 173 Cities, CBS) ..........cccccccccccees 10,705 | 
4 i Love Lucy (Procter & Gamble, General Foods, 156 Cities, CBS) ............ 10,113 
5 Twenty One (Pharmaceuticals Inc., 143 Cities, NBC) ......cccccesseeseerceernees 10,037 | 
6 Dragnet (Chesterfield, Schick, 167 Cities, NBC) 9,684 
7 Chevy Show (Chevrolet, 136 Cities, NBC) ..........cccccccssssesessnenernnenenenernnnee aN | 
8 Playhouse 90 (Participating, 129 Cities, CBS) ..........ssssssrserseserenenennsenenns 9,505 

9 Cavalcade of Sports (Gillette, 171 Cities, NBC) ..... 

10 Climax (Chrysler, 169 Cities, CBS) ........ccccccceeeeseeees 9,273 


* Homes viewing in cities where program is telecast. 


Wells Chair Names Tri-State |C-M Promotes Peterson 

Tri-State Advertising Co., War- Eugene Peterson has been pro- 
saw, Ind., has been named to han-| moted to assistant to the creative 
dle advertising for Wells Chair|director of Campbell-Mithun Inc., 
Corp., Michigan City, Ind., effec- | Minneapolis. He has been with the 
tive July 1. J. G. Sullivan Co., agency for 10 years in the creative 
South Bend, is the previous agency. | and research departments. 


ee) ae 


| siderably 


\& Howell 


| Mr. 


Prices in Mail 
Order Books Hold 
Steady: Sears Cuts 


(Continued from Page 2) 
lis a 3% ct. diamond ring which 
costs $3,500. On the other end of 
the price scale is a roller skate key 
for 6¢. 

As in the spring catalog, empha- 
|sis again is on high style women’s 
wear, with 179 pages devoted to 
fall fashions. 

Among the new items are a Ken- 
more cannister vacuum cleaner, a 
Kenmore Turbo-Matic combination 
washer-dryer, and, for the do-it- 


yourselfers, a self-installed fire- 


place. 


s While no comprehensive com- 
parison has been made between 
prices in its new catalog and those 
in the spring, 1957, and fall, 1956, 
books, Montgomery Ward & Co. re- 


|ports that prices are about the) 
|same in many lines, slightly high- 


er in some categories, and “con- 
lower on certain items 
throughout the book.” 

The new Ward catalog contains 


1,128 pages. The edition a year ago | 


had 1,138. The new edition fea- 
tures many luxury and novelty 
items, including a mink stole at 
$299, a 4 ct. diamond ring at $6,- 
695, a ranch style bird cage at 
$13.45 and an electric watch at $98. 
The book contains approximate- 
ly 100,000 items of home furnish- 
ings, hard and soft lines and intro- 
duces ready-to-install aluminum 
combination doors and windows, 
coordinated bedroom and bath en- 
sembles and Ward’s own brand of 
copper-clad cookwear. 


® Prices in the fall edition of the 
Spiegel catalog remain essentially 


|the same as in the spring edition. 


Among items with lower price tags 
are rayon cord tires, nylon hose, 


|17-inch portable tv set and Bell 
and Eastman photo- | 


graphic equipment. 


The 580-page book features a/ 


group of 21 Hollywood fashions by 
Charles LeMaire in its women’s 
fashion section. Items offered for 
the first time include reversible 


hunting outfits for father and son, | 
| Sanitized men’s underwear, a baby 


swing with wind-up motor, and 
sewing machines and cabinets sold 


| separately. 


Spiegel’s continues to offer a 
large selection of live creatures, in- 
cluding 46 breeds of dogs, fish, 
birds, ponies, skunks and monkeys. 


'@ The new catalog of Aldens Inc., 


largest fall book in its history, 
shows prices about the same level 
as in the spring edition, but up 
1.7% over fall, 1956. Although the 
edition a year ago contained 1,064 
| pages, compared with the current 
796 pages, the nw 8x11” page size, 
introduced in the spring, actually 


increases the size of the book 7% | 
|over a year ago. 


New merchandise offerings in- 
clude mink stoles, a mink collared 
sweater and a complete assort- 
ment of sub-teen clothing. 

Emphasis on national brand 
| merchandise continues, and the 
catalog contains a 12-page insert 
of General Electric, Westinghouse, | 
fms cage | Club Aluminum and 
Oneida. 


9,490 Considine Joins Hughes 


Douglas M. Considine has joined 
Hughes Aircraft Co. as director of 
marketing of Hughes Products 
Group, the company’s commercial 
activity, with headquarters in Los 
Angeles. Before joining Hughes, 


marketing consultant company in 
Indianapolis, working with a num- 


|ber of western electronic compa- 
| nies. 


| 


| 
| 
} 


| 


| 


Considine operated his own | 


Advertisers 
place 49.4% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
linage in 
The Times 


(Of 114 Media Records classifications, 
The Times leads in 94.) 


Los Angeles retailers meet the public 
through The Times which reaches not 
only the most, but also most-able-to-buy 
newspaper-reading audience. Times’ 
record-high ABC circulation is 462,257 
weekdays; 858,745 Sundays. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 
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‘It's Not God's Will for Me to Go 
Commercial,’ Billy Graham Declares 


(Continued from Page 1) ) 
suburban commuter stations. Rush | 
hour crowds noticed that they were 
invited to “join the thousands to 
hear Billy Graham [at] Madison 
Square Garden—all seats free.” | 
There was no mention of God, or 
of the fact that Mr. Graham was 
there to hold what used to be called 
a revival. 

Supporters of the crusade decked | 
their cars with bumper signs. A| 


titude, expressed by a close as | 
sociate of Mr. Graham’s, the evan- | 
gelist was asked: 

Do you consider yourself in the | 
advertising business and show 
business as well as in the business | 
of carrying on the Lord’s work? | 


s Answer—“I definitely do not 
consider myself in either advertis- | 
ing or in show business. 


“Carrying on the work to which | 


blow of direct mail started with |God has called me is the only vo- 


letters to 2,000 ministers. In turn, prowe I am in. An evangelist is a 


ministers of the 1,510 cooperating 
churches began funneling out tons 
of leaflets and dodgers. 

Jerry Beavan, one of Mr. Gra- 
ham’s advance men, who helped 
set up the promotion for the New 
York meeting and is now in Aus- 
tralia, looking into the possibil- 
ties of a booking there, told AA that | 
he worked on a budget of $225,000 | 
to cover a six weeks’ period. 

This figure presumably will be 
exceeded, since the crusade has 
been extended from six to nearly 
ten weeks. During this time the 
daily newspaper ads, alternating on 
the radio-tv and the amusement 
pages; the nightly WPIX post- 
meeting telecast and the mid- 
morning radio prayer time go on. 


s It has been estimated that all 
the expenses of what Mr. Graham 
calls the “largest evangelistic en- 
deavor in the history of the Chris- 
tian church” will come to $1,300,- 
000, but this estimate was made 
when the crusade was set to run 
six weeks. Add to this the after- | 
thought expense of seven Saturday 
night one-hour telecasts on ABC 
for $60,000 each, plus rent and oth- 
er expenses for the additional 
weeks, and the figure is in the 


| the 
ishowed that 


‘proclaimer of good news’; I am 
trying to spread across America 
this ‘gospel’ of salvation through 
Christ. It is the only business I am 
in. 

“However, in each city where 
we go, local committees do take 
advantage of all methods and 
means of advertising, in the 20th 
century way, to make people aware 
of a crusade, and we are deeply 
grateful for all the modern ways 
and means of advertising. 

“As for me personally, I never 


Champ in the Garden 
July 3, Billy Graham's pub- 
office released this state- 


On 
licity 
ment: 

“It was officially confirmed last 
night that Mr. Graham’s New York 
crusade not only had outlasted all 
performance attractions in the 30- 
year history of Madison Square 
Garden, but also outdrawn them. 
John Goldner, acting manager of 
Garden, said his records 
Ringling Bros. & 
Barnum & Bailey had drawn 785,- 
813 persons in 1947, while Mr. 
Graham has drawn 824,300. The 


AUGUST 


! 
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CBS Leads in Busy 


Week of Signing 


CHEER Y—Pret- 
ty Barbra Layne, 
with calendar, is 
a reminder that | 
Cherry Pie Time, 
the season’s first 
major pack pro- 
motion, gets un- 
der way Aug. 15. 
National Red 
Cherry Institute, 
Chicago, offers a 
kit of display 
materials for gro- 
cers plus materi- 
als for bakeries 
and restaurants. 


“If church members worked at 
it as they ought to, this would not 
be necessary, but God’s work de- 
serves the best in advertising as 
well as talent.” 

Mr. Graham's responses to spe- 


impression that he feels his job 
is in the pulpit and that he per- 
sonally is not responsible for what 
goes on in the areas of advertising 
and publicity—even if it is built 
around him. 

In some of the crusade’s adver- 
tising there is no mention of God, 
Jesus Christ, religion, the bible or 
anything else except Billy Graham, 
so AA posed the following ques- 
tion to Mr. Graham: 

Do you feel that the Lord gets 
second billing to Billy Graham in 
your advertising? 


s Answer—“I have often said that 


circus lasted 40 days, with 80 per- 
formances, while the New . York 
crusade already has run 48 days 


I get so tired of seeing and hearing 
|‘Billy Graham’ that I would like 


|deal and can only tell you God has 
|given me the assurance it is not 
|his will for me to in any way go 
|‘commercial’ .. . 

| “We never use any means of 
pressuring people to ‘foot our bills.’ 


cific questions created a distinct|This may sound mystical, but we} cit, |g 


believe very sincerely that people | 
| give as God directs them—to their | 
|own churches and to our work.” 

| Mr. Graham said most of the late | 
night radio time is on a free time | 
public service basis. As to the 
three-network spread, he asserted: | 
“We did not ask for the money and | 
then take on the extra networks. | 
We have always had the policy 
that as extra money came in we 
would immediately buy more radio | 
time, and that is what we have} 
done.” 

Like most of the paid religious 
programs on the air, the Graham 
| broadcast includes regular remind- 
ers to listeners that the program 
would not be possible without | 


|Mfg. Co. 


Net Radio Sponsors 


(Continued from Page 1) 
Armour & Co. (N. W. Ayer & Son), 
a weekly quarter-hour simulcast 
of the same show and an extra 
radio quarter-hour every fourth 
week. 

Five other CBS sponsors 
Vick Chemical Co. (Morse Inter- 
national), 126 five-minute seg- 
ments; G.M.C. Truck and Coach 


are 


'division of General Motors (Kud- 
jner Agency), 


three five-minute 
segments a week; Sterling Drug 
(Dancer-Fitzgerald-Sample), a 
weekly segment of “Gunsmoke”; 
and Hudson Vitamin Products 
Corp. (Pace Advertising Agency), 
a weekly five-minute segment. 


s At NBC: Grove Laboratories 
(Gardner Advertising Co.), 12 
one-minute and 18 30-second par- 
ticipations and 10 five-minute 
“Monitor” segments per weekend; 
Vick Chemical Co. (BBDO), 30 
six-second announcements; Ster- 
ling Drug _  (Dancer-Fitzgerald- 
Sample), 99 one-minute partici- 
pations; Ruberoid Co. (Fuller & 
Ross), 10 five-minute 
“Monitor” segments a week; Pan- 
American Coffee Bureau (Robert 
W. Orr & Associates), five one- 
minute and five 30-second partici- 
pations a week; Black & Decker 
(Vansant, Dugdale & 
Co.), 20 30-second pre-Christmas 
participations a week for two 
weeks; G.M.C. truck and Coach 
division, 12 one-minute participa- 
tions; Rexall Drug Co. (BBDO), 
simulcast of the “Pinocchio” hour- 
long musical and Buick (Kudner), 
the Floyd Patterson-Tommy Jack- 
son championship bout, another si- 
mulcast. 


® At ABC: G.M.C. truck and 


their prayers and support. jcoach division of General Motors 

|ordered 15 five-minute sports pro- 
s After Mr. Graham’s first two|%Tams, and Pioneer Suspender Co. 
network telecasts, a New York|Plams a fall schedule on the net- 


vicinity of $2,000,000. 

The job of raising this sizable 
chunk of cash is in the hands of 
the crusade committee, headed by 
Roger Hull, vp of Mutual Life 
Insurance Co. of New York. The 
money comes from contributions 


|to change my name. But, as I men- 
jtioned above, I do not handle the 
| advertising—that is done by a local 
have anything to do with the |committee—and, in New York for | ; enero ~ rae tego . 
actual publicity program. In fact | the first time, through their having Times writer voiced the hope that | Work’s “Bre akfast Club” show. 

I could not tell you how many |secured an agency. They seem to “Dr. Graham could see his way | An additional order at Mutual 
outdoor boards the local executive |insist on such billing as you refer |Clear to ending his television pro- | calls for Sleep-eze Co. (Milton 
committee has rented in New York, |to. I can assure you that in our|8™@am with a benediction rather | Carlson Co.), a current sponsor, to 


and has until July 20 to go.” 


collected by the committee, from 
donations sent in by tv viewers and 
from other supporters. And from 
collections at the Garden averag- 
ing about $7,000 a night. 

Separate from the crusade ex- 
pense is the regular weekly “Hour 
of Decision” radio broadcast, pre- 
sented by the Billy Graham Evan- 
gelistic Assn. for the past seven 
years, thanks to the “freewill gifts 
and offerings of listeners.” 


® There is one connection, how- 
ever, from the business point of 
view. The association’s hefty radio 
budget and the New York crusade’s 
advertising are both placed through 
Walter F. Bennett & Co., of Chi- 
cago. The association is believed 
to be Bennett’s biggest account. 


nor how many radio spot an- 
nouncements they have used, nor 
how much space they have bought 
in the daily press.” 


make the frequently quoted state- 


ment that religion “is the greatest |“ way across the country to make | 


product in the world, and why 
shouldn’t it be promoted like 
soap?” He termed this is a distor- 
tion of a quote from one of his 
colleagues. 

But the famed evangelist does 
“believe that all means of dignified 
advertising should be used by 
churches today, as well as other 
fields of religion. 


| meetings the Lord always is in the | than closing solicitation of funds.” Present a new Gabriel Heatter 


first place, and all who attend will 
concur with me on this.” 
Mr. Graham said reports that 


For a person brought up in a 
society where revivals were an ac- | 
cepted part of life, the most sacred 


news feature to be started this fall 
on the network. + 


several sponsors have offered to |™oment in the service comes when |CLYDE E. PALMER 
# Mr. Graham said he did not|put him on a regular tv program \the people are coming forward to | 


lare true, with some having come 


|such an offer.” He added that it 
| wou 
| these sponsors were. 
these businesses foot his broadcast 
|bills, rather than his followers, 
most of whom already have their 
|own churches to support, the min- 
ister answered: 

“I have prayed about it a great 


The 30-minute “Hour of Deci-| 
sion” is broadcast four times each | 
Sunday—once each on ABC, Mu-| 
tual and NBC and again at mid- | 
night on about 25 clear channel 
stations. It also is aired in 18 for- 
eign countries around the globe. 
This probably gives Mr. Graham | 
the largest world-wide hookup of | 
any regular broadcast on the air | 
today. 

Asked if the three U.S. networks | 
all carried the same sermon, Mr. | 
Beavan replied: “It’s not a ser- 
mon, it’s a very tightly produced | 
half-hour show.” It is, however, 
repeated. 

Mr. Beavan’s substitution of a| 
show business term for a religious 
one came in a discussion with an 
ADVERTISING AGE reporter, prelim- 
inary to an interview with Mr. 
Graham. As a result of that at- 


Scott 


AUDIENCE—Listening to a special New York broadcast by Detroit’s 
WXYZ announcer Ed MacKenzie, are John Blair, president, and 


Tucker Scott, John Blair & Co.; Ro 


ger M. Greene, vp and ad director 


of Philip Morris Inc., and host Hal Neal, WXYZ manager. 


make their “decisions for Christ.” | 
When AA’s reporter watched the | 


|Graham telecast, that was the | 


switch the camera to a man sitting | 


When asked why he did not let |®9nouncer-like in a chair and | Texarkana 


holding up a religious record of-| 
ered free to persons for the writ- | 
ing in. Mr. Graham was asked: 
“Don’t you think you destroy the 
religious feeling of that moment 
when you break in on it with a 
pitch for a record—even though the | 
record is free?” | 


® “Public opinion is the greatest 
answer we can have to something 
like this, and out of the thousands 
of letters received in response to 
the telecast, no one has complained 
of this. But many have mentioned 
the fact that they appreciate being 
given an opportunity to share in 
the expenses of the telecasts,” Mr. 
Graham replied. 

“It would be absolutely impos- 
sible to be on the weekly television 
network without the aid of those 
who watch—we are not sponsored 
or endowed in any way.” 


a 
— 


‘Life’ Names Van Buren 

James Van Buren, formerly 
southern zone manager of Life’s 
retail representatives, has been 
named to the magazine’s Atlanta 
sales staff. Mr. Van Buren joined 
Life in Detroit in May, 1955. 


TEXARKANA, ARK., July 5—Clyde 
E. Palmer, 80, publisher of seven 
newspapers and president of radio 
and television stations KCMC here, 


Id not be ethical to say who moment the Graham team chose to | died last night as the result of a 


stroke. Mr. Palmer published the 
Gazette, the Daily 
News, the El Dorado Daily News 
and Evening Times, the Hot 
Springs Sentinel Record and New 
Era, and the Magnolia Banner- 
News. He was a partner in the 
Hope Star and president of the 
Palmer Foundation, a philanthro- 
pic enterprise. 

He was a pioneer in the Tele- 
typesetter System for newspapers 
and set up the first such wire cir- 
cuit in the U. S. 


CHARLES S. BOYSEN 
WASHINGTON, July 5—Charles S. 
Boysen, 61, business manager of 
the Washington Post & Times Her- 
ald, died at George Washington 
University Hospital here last night 


|after a long illness. 


He joined the newspaper as as- 
sistant treasurer when it was pur- 
chased in 1933 by Eugene Meyer 
and, after various positions, be- 
came business manager in 1943. 


Mactadden Adds ‘Billboard’ 
Macfadden Publications Inc., 
New York, has taken over world 


wide distribution of Billboard 
amusement industry weekly. 
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REIGN DEPART 
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FRENCH FLAVOR—TWwo advertising kiosks, similar to those in Paris, are 


being used by the First National 


Bank in St. Louis to promote the 


sale of travelers’ checks and letters of credit during the summer va- 

cation season. They were created by Edward H. Lamprich of the 

bank’s advertising department. Here James L. Sharp, assistant vp 

and manager of the foreign department, shows the kiosks to Rose- 
mary E. Cato, a member of the department. 


Carter Earnings 
Zoomed After 
Miltown Bowed 


(Continued from Page 1) 

period ending March 30, 1957. 
While Miltown is a pharmaceuti- 
cal product, not directly advertised 
to the public, Carter’s advertising 
expenditures paralleled the sales 
curve. The prospectus reports $4,- 
600,000 for advertising in the fis- 
cal year ending March 30, 1953, 
$5,500,000 in 1954, and $5,700,000 
in 1955. For 1956, advertising ex- 
penses jumped to $8,200,000, and 
for the 12 months ending March 
30, 1957, they totaled $14,600,000. 


s Without elaboration, the pro- 
spectus explains the 1956 and 1957 
advertising figure included special 
campaigns which are not likely to 
recur. It reported the special 1956 
campaign cost $1,681,000 and the 
1957 campaign $5,362,000. 

The company’s selling expenses 
varied less than either net sales or 
advertising, ranging from $1,100,- 
000 to $1,500,000 in 1955, then in- 
creasing to $2,000,000 in 1956 and 
$2,900,000 in 1957. Profits after 
taxes moved from $642,000 in 1953 
to $989,000 in 1955, then rocketed 
to $2,041,000 in 1956 and $4,473,- 
000 in 1957. 


s The figures came into the open 
because Carter, which has been 
tightly held since its founding in 
1880, is preparing to list shares on 
the New York Stock Exchange. 
Under the plan outlined in the 
prospectus, the Hoyt family, which 
has owned the company for more 
than 50 years, expects to offer a 
minority interest in the company 
to the public at a yet-to-be-de- 
termined price. 

Chartered in 1880, Carter has 
been owned by Henry Hoyt and 
his family since early in the 1900s. 
Until relatively recently its main 
asset was Carter’s Little Liver 
Pills. 

During the past 11 years, when 
Carter’s Little Liver Pills have 
been under heavy attack from the 
Federal Trade Commission and 
other government agencies, Carter 
has diversified, adding Arrid, Rise 
(shave cream) and Nair (depila- 
tory) to its line. It entered phar- 
maceuticals with Miltown two 
years ago. 


s Since the prospectus shows that 
59% of the company’s 1957 sales 
are credited to pharmaceuticals, 


the gross sales of Miltown would 
jamount to $25,100,000. Sales of 
jother Carter products for 1957 
would total no more than $16,700,- 
000, compared with $14,500,000 in 
1955. 

Among the items contributing to 
| the company’s spectacular growth 
|in recent years has been the in- 
come from royalties on patents, 
which increased from $90,000 in 
1955 to $2,300,000 in 1957. Once 
again, Miltown is the major factor 
bringing royalties to the company, 
but there has also been income 
from the basic patent on pressur- 
ized shaving creams since the re- 
cent Supreme Court decision up- 
holding Carter’s strong claims in 
this field over Colgate and others 
who challenged them. 


® Litigation over labeling and ad- 
vertising for Carter’s Little Liver 
Pills is still in the courts more 
than 11 years after the opening of 
a joint attack by the Food & Drug 
Administration and FTC. 

The FDA seizure of Liver Pills 
was subsequently suspended, pend- 
ing the outcome of FTC’s drive on 
labeling and advertising. FTC de- 
cisions requiring the company to 
drop the word “liver” from the 
name of the product were remand- 
ed by the Supreme Court for 
further hearings on procedural is- 
sues, and a second decision, reaf- 
| firming the original order, is now 
being appealed by Carter in the 
ninth circuit court of appeals. 

Actual control of the company 
currently rests with Bahdelan 
Corp., a holding company owned 
by Mr. Hoyt and members of his 
family. Under the recapitalization 
plan each of the 26,650 outstanding 
shares of stock is to be recon- 
stituted to consist of 100 shares, or 
an aggregate of 2,665,000 shares, 
with 500,000 shares to be offered 
to the public. # 


Clittord Succeeds Chesley as 
Kastor, Farrell President 
Charles E. J. Clifford, formerly 
exec vp of Kastor, Farrell, Ches- 
ley & Clifford, New York, has been 
named president of the agency, 
succeeding W. S. Chesley, who has 
been appointed chairman of the 
new executive committee. Mr. 
Chesley continues as treasurer. 
Herbert W. Warden, formerly 
senior vp of Ogilvy, Benson & 
Mather, New York, has been 
named exec vp. Other appoint- 
ments include Lloyd G. White- 
brooke, a vp, to senior vp, and 
George Levine, account supervis- 
or, a vp. Gordon M. Kingman, for- 
merly treasurer of Ellington & Co., 
has been named assistant treasur- 
er, and Jack B. Peters, media di- 
rector, has been named secretary. 


Last Minute News Flashes 


Naegele Buys California Outdoor Co. 

MINNEAPOLIS, July 5—Naegele Outdoor Advertising Co. has pur- 
chased California Outdoor Advertising Co., Oakland, and will operate 
the company as Naegele Outdoor Advertising Co. of California. Donn 
R. Court, formerly exec vp and director of California Outdoor, has 
been named exec vp of the new company. Charles B. Burkhart, pres- 
ident of Naegele Outdoor of Wisconsin, becomes president. Charles 
King, founder and former president of California Outdoor, is retiring. 
This is Naegele’s first step outside the midwestern area, where it op- 
erates plants ir six states. 


Mallory & Co. to Operate Radio Materials as Unit 

INDIANAPOLIS, July 5—Radio Materials Corp., Chicago, ceramic ca- 
pacitator manufacturer, merged July 1 with P. R. Mallory Inc., In- 
dianapolis electro-chemical and metallurgical equipment manufactur- 
er. Radio Materials will operate as a division of Mallory. Disposition of 
RMC’s agency, Turner Advertising, Chicago, has not been discussed. 
The Mallory account with Aitkin-Kynett Co., Philadelphia. 


Lassen Joins McCall Corp. as Pattern Ad Head 


New York, July 5—Kurt Lassen, formerly promotion director of 
Seventeen, has joined McCall Corp. as director of advertising and pro- 
motion for its pattern division, succeeding John S. Robling who re- 
cently joined the National Book Committee Inc. Mr. Lassen previously 
has been assistant to the advertising manager of Newsweek and ac- 
count executive at Young & Rubicam, handling Time and American 
Can Co. 


Emmart Succeeds Whitehead at Durstine 


San Francisco, July 5—John Emmart, advertising and merchandis- 
ing manager of Italian Swiss Colony, has joined Roy S. Durstine Inc., 
San Francisco, as account executive and merchandising specialist on 
all of Durstine’s West Coast accounts. He replaces Robert L. White- 
head, vp and general manager of Durstine’s San Francisco office, who 
has resigned. 


Manischewitz Screens Agencies 

Jersey City, July 5—B. Manischewitz Co., manufacturer of matzos 
and kosher foods, currently is screening a closed list of agencies. A. B. 
Landau Inc. is the present agency. The account reportedly will bill ap- 
proximately $400,000. 


Agricultural Chemical Names Marsteller 

New York, July 5—American Agricultural Chemical Co. has named 
Marsteller, Rickard, Gebhardt & Reed as its advertising agency to re- 
place L. W. Ramsey Advertising Agency, Davenport, Ia. The company’s 
Agrico products in the northwestern area will continue to be serviced 
by M. L. Grant. 


Swank Sets Print Push for New Toiletries Line 


New York, July 5—Swank Inc. is launching a line of men’s toiletries 
under the name, Men Prefer. First products, an after-shave lotion and 
a cologne, are to be followed by deodorants, pre-shave lotions and oth- 
er items. Advertising is slated for Life and selected newspaper markets. 
Robert M. Marks & Co. is the agency. 


Buryan Joins Sheaffer as Marketing VP 

Fort Maptson, 14., July 5—Edmund F. Buryan, formerly with Booz, 
Allen & Hamilton, has joined W. A. Sheaffer Pen Co. as vp in charge of 
marketing, a new post. He will supervise Sheaffer’s sales, merchandis- 
ing, advertising and market research programs. 


Levine Heads PR for P.R.; Other Late News 


e Ted M. Levine, head of industrial publicity of Puerto Rico’s Eco- 
nomic Development Administration, New York, has been named direc- 
tor of public relations. He succeeds Mel Most, who becomes public re- 
lations counselor for continental operations. Emanuel T. Ellenis suc- 
ceeds Mr. Levine as head of industrial publicity. 


e Martin Michael, account supervisor and vp of Edward S. Kellogg Co., 
Los Angeles, will join forces with Lee Wenger, of Lee Wenger & As- 
sociates, San Francisco, Aug. 1, to form the new agency of Wenger- 
Michael Advertising Inc. The offices of Lee Wenger & Associates, at 
1005 Market St., will be maintained as the new group’s headquarters 
until larger facilities are acquired in September. 


e Weston Biscuit Co., Passaic, N. J., has appointed Stuart Orr director 
of advertising and sales promotion. He previously was director of Wes- 
ton’s special sales division in charge of Girl Scout, government and ex- 
port sales. 


e Charles S. Dennison, formerly managing director of E. R. Squibb 
Ltd. and Olin Mathieson Ltd., London, has been named general sales 
manager of Chrysler Corp.’s export division, a new post. Earlier Mr. 
Dennison was assistant general sales manager of Willys-Overland Mo- 
tors. He has also worked in the overseas operations of U. S. Steel and 
General Motors. 


e Walter A. Dew Jr., formerly director of member relations for eastern 
Pennsylvania for the National Assn. of Manufacturers, has been ap- 
pointed executive secretary of the Advertising Typographers Assn. of 
America and executive secretary of the New York group of the asso- 
ciation, effective July 15. He succeeds Glenn C. Compton, who will an- 
nounce his future plans after Labor Day. 


e Life International and Life en Espanol will both announce higher 
circulation bases and higher advertising rates July 8. Effective Jan. 1, 
Life International’s bkew page rate goes from $2,730 to $3,140, reflect- 
ing a circulation gain from 260,000 to 290,000; Life en Espanol will 
move its b&w rate from $2,520 to $2,900, with a circulation base of 
335,000, compared to 300,000 formerly. 


e Glenn Walters, who joined Herman Miller Furniture Co., Zeeland, 


Radio Nets Not 
Satisfied with 
Nielsen Ratings 


New York, July 5—Network ra- 
dio, which has been flexing its 
muscles of late, shows signs of be- 
ing in the mood to do something 
about that subject which most 
broadcasters merely complain 
about—the ratings. 

Heads of two of the major net- 
works—ABC and NBC—are con- 
vinced that the current approach 
used in the Nielsen network rat- 
ings belongs to the “horse and 
buggy days of radio.” In both cases 
they object to the fact that radio’s 
tremendous out-of-home audience 
is treated as a “bonus audience.” 

Their dissatisfaction with certain 
aspects of the service, which al- 
ready costs the networks from 
$100,000 to $150,000 a year, have 
been intensified by Nielsen’s de- 
cision to raise its price. 

ABC has notified Nielsen of its 
intention to cancel when the con- 
tract expires in December. Nielsen 
representatives asked for a chance 
to talk over the matter, and both 
sides agreed to say nothing offi- 
cially until a firm decision was 
reached. 


s However, Robert Eastman, ABC 
radio’s new president, has ideas 
on research and its proper role 
in radio selling. 

Mr. Eastman, who has had 
plenty of experience on the front 
lines of radio selling, considers the 
product to be the important thing. 
He thinks radio made a big mis- 
take when it lost control of its re- 
search—something that does not 
happen in non-broadcast media. 

He thinks that a service which 
doesn’t measure all of radio’s audi- 
ence—including 10,000,000 business 
places with sets—is inadequate. 
And he feels that more qualitative 
research of the sort that relates 
listening to purchasing of the ad- 
vertised product is needed. 

Among the possibilities report- 
edly being considered by ABC if 
the network does cancel Nielsen is 
a Pulse report that will cover a 
larger sample at lower expense. 


# NBC has not started talks with 
Nielsen yet for contract renewal, 
and Matthew J. Culligan, head of 
this radio chain, has not tipped his 
hand one way or another. 

But Mr. Culligan has made no 
secret of the fact that he considers 
Nielsen’s present method of han- 
dling the out-of-home audience to 
be out of date. In the past he has 
often said that network radio these 
days is being “bought in spite of 
the ratings.” 

Some time ago Mr. Culligan or- 
dered a pilot study to test a pos- 
sible service to be used as a sup- 
plement to or a replacement for 
Nielsen. This measurement would 
cover in-home listening with 
diaries validated by telephone co- 
incidental and out-of-home listen- 
ing with an electronic device. + 


Chicago Building Project 
Account to Powell, Schoenbrod 

National Homes Corp., Lafayette, 
Ind., pre-fab home manufacturer, 
and F&S Construction Co., com- 
munity project developer, have 
joined to build and develop South- 
dale, a new Chicago suburban 
community. 

According to Powell, Schoen- 
brod & Hall, Chicago, the agency, 
media plans include large news- 
paper units, spot radio and outdoor 
posters. A tentative budget of 


Mich., last year as field salesman for 11 midwestern states, has been | $250,000 for the next 12 months 
named to the new post of merchandise manager for office furniture.|has been set up. 
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Aniol Aylin 


Webster 


INCOMING & OUTGOING—Shown here are incoming officers William F. 
Finn, William F. Finn & Associates, Tyler, president, and Bob Burke, 
R. J. Burke Advertising, Dallas, vp, of the Southwestern Assn. of Ad- 
vertising Agencies. Pictured with the incoming officers is Thomas L. 
Yates, Thomas L. Yates Advertising Agency, Fort Worth, retiring 
president. New directors are Claude Aniol, Claude B. Aniol & Asso- 
ciates, San Antonio; Jack Hamilton, Alert Advertising Agency, Gal- 
veston, and Bob Aylin, Aylin Advertising Agency, Houston. Hold- 


over directors are Ray Ackerman, Knox-Ackerman Associates, Okla- 
homa City; Morelle Ratcliffe Jr., Ratcliffe Advertising Agency, 
Dallas; Jack Gibbons, Gibbons Advertising Agency, Tulsa, and Dick 
Mithoff, Mithoff Advertising, El Paso. Retiring directors are Rex 
Webster, Craig & Webster Advertising Agency, Lubbock; Ira DeJer- 
nett, DeJernett Advertising Agency, Dallas; Louis LeFevre (not 
shown), Gerald T. LeFevre & Associates, Little Rock, and Bob Wil- 
son, Wilson Advertising Agency, Tulsa. 


Liquor Ad 
Spending Rose 
9.5% in ‘56 


(Continued from Page 3) 
ram Walker, with $2,315,300. 

“As usual, Seagram 7 Crown was 
the most advertised brand in news- 
papers, with a 56 total of $2,296,- 
100 in the top 120 markets. Four 
Roses was second, with $1,304,700; 
Calvert Reserve was third, with 
$1,218,150; National Distillers’ Old 
Crow was fourth with $1,109,000, 
and Smirnoff vodka was fifth with 
$1,094,200.” 


@ In magazine advertising, Mr. 
Gavin points out, “Advertisers of 


liquor brands spent a total of $27,- 
764,645 in magazines during '56, 
to purchase 2,911.47 pages of space. 
|In dollar volume, there was a 1.6% 
|gain over °55; in pages there was 
a decline of 0.6%. The discrepancy 
is explained by the rate increases 
jinstituted by several leading pub- 
| lications during the year. 

“Although blended whisky, as 
usual, was the category drawing 
the greatest number of magazine 
advertising dollars, scotch very 
|nearly matched the blend total, and 
jthe most impressive increase was 
|scored by vodka. 

“Blended whisky spending 
dropped 12.6%—from $5,713,153 to 
$4,995,228—while scotch magazine 
jexpenditures rose 11.9%, 


56. 

“Vodka spending rose a precipi- 
tate 185.2%, from $518,026 to 
| $1,447,598, a direct reflection of 
|the product’s assumption of the 
| status of a type with national de- 
}mand. 


s “Even a casual examination of 
| magazine advertising expenditures 
| by type,” Mr. Gavin says, “will re- 
|veal that the diversification trend 
|dominated advertising programs in 
| 1956. Total spending on bourbons 
| (bonded, straight and combination 
jlabels) was down 2.6%. Expendi- 
|tures on behalf of blends dropped 


| 12.6%, partly because several large 
| companies are now concentrating 
\their sales efforts and advertising 
so heavily in behalf of straights 
and bonds. 

“But spending (as well as sales) 
for imported whiskies and non- 
whisky types moved ahead. Cana- 
dian magazine dollar expenditures 
were up 12.9%, and spending for 
| gin, brandy and cordials rose 4.7%, 
119% and 25.9% respectively. 


es “As was the case in 1955, Life 
and The New Yorker led in reve- 
nues and total liquor pages, re- 
|spectively. Newsweek was the 
greatest 1956 gainer in pages 
among the leaders.” 
| Life, in °56, led in liquor adver- 
'tising revenue ($9,400,777) among 
magazines, but The New Yorker, 
with a revenue of $1,959,369, led 
lin the number of pages of liquor 
| advertising carried—511.74 com- 
pared with Life’s 287.25. Second 
| place in revenue was taken by 
| Time, with $3,097,914; its 219.69 


gory. 

Third place in pages was taken 
by Newsweek, with 224.74; in rev- 
enue it ranked sixth, with $1,660,- 
723. 


® The “Liquor Handbook” this 
| year for the first time presents de- 
tailed data on wine advertising. 
Total wine magazine advertising in 
the U. S. in ’56 is reported down 
3.6% from $2,268,277 in °55 to $2,- 
186,659. 

Network 


tv expenditures for 


from | Wine are given at $1,421,502 in °55, | jiquor 
$4,393,735 in °55 to $4,916,842 in|compared with $1,428,982 in °56.|«{iquor Handbook” concludes that | 


|Spot tv expenditures for wine in 
56 (reported for the first time, 
and incomplete) are given as $3,- 
| 810,000. 


s Outdoor advertising is reported 
\in tabular form only for leading 
|distillers, with Seagram reported 
spending $2,915,362 in ’56, against 
| $3,653,674 in '55; Schenley Indus- 
tries, $2,460,606 in ‘56, against 
$2,059,464 in °55; National Distill- 
ers, $1,916,723 in '56, against $1,- 
|481,415 in 55, and Hiram Walker 
with $1,104,375 in °56, against 
1$781,332 in ’55. 
Concerning 


transportation ad- 


pages placed it fourth in that cate-| 


vertising, Mr. Gavin notes that “it 
is extremely difficult to gather 
together all relevant statistics on 
spending for wine and _ liquor 
transportation advertising. Portion 
| of some budgets are placed out of 
| local offices and are not complete- 
ly reported. In other instances, ex- 
| penditures for transportation ad- 
vertising are carelessly budgeted 
as ‘sales promotion’ or erroneous- 
|ly attributed to other media.” 

The only two distillers that spent 
in excess of $100,000 in transport 
|in 56 were Seagram, with $588,682, 
and Schenley, with $133,124. How- 
ever, each reportedly spent addi- 
tional sums in the New York sub- 
| ways. 
ls On point of purchase advertis- 
jing, the “Liquor Handbook” again 
points out that “while there are no 
accurate statistics available, it is 
probable that many brands devote 
15% of their total advertising and 
promotional budgets to this medi- 
um and a host of promotional de- 
vices. For some brands the per- 
centage is even higher. 

“Concentration on gift appeals 
and upon the function of raising 
|sales month by month and season 
by season throughout the year has 
given point of purchase more es- 
sential duties to perform. Greater 
integration with advertising has 
been achieved as a consequence. It 
seems apparent that the days when 
point of purchase ‘ideas’ were pur- 
chased without relation to the rest 
of the advertising and promotional 
program, are rapidly passing.” 

In its review of the general 
marketing situation, the 


“the gain made by blends in °56 
over ’55 was perhaps the most 
| significant development of the 
|year. Without it, much of the in- 
|crease for the year could not have 
been realized. Blends’ consumption 
increased 4.5% in ‘56 over ’55; 
straights, 9%; bonds dipped 1.3%; 
scotch gained 10%; Canadian 
12.8%; for a total whisky gain of 
6.2%. 

In the non-whisky categories, 
vodka increased 66.3%; gin 23%; 
rum 1.2%; brandy 1.2%; cordials 
jand liqueurs 13.4%. The over-all 
| increase in consumption of distilled 
| spirits in '56 over 55 was 8%. # 


Stanton Protests 
Ike’s ‘Commercial’ 
Slur at Telecast 


(Continued from Page 2) 
ideas of our times to the American 
people. 


® During the questioning period 
he was asked, “What is wrong with 
pay tv?” 

In his answer he speculated that 
entertainment programs in pay tv 
would be the same as now, except 
that the public would be required 
to pay for what it is now getting 
free. 

“Given a choice between Sadler 
Wells ballet and Marie McDonald,” 
he said, “promoters of pay tv are 
not very likely to decide in favor 
of culture.” 

One big loss, he warned, would 
be in the field of public events. 
“If networks disappear, who is go- 
ing to pick up the $7,000,000 tab for 
news and public events,” he asked, 
“or the $14,000,000 bill for keeping 
the network wires hot?” # 


lackson, Haerr Adds Five, 
Boosts Two, Adds Account 
Jackson, Haerr, Peterson & Hall, 
Peoria, Ill., has expanded its staff. 
In the Peoria office, Mrs. Donna 
Monteiro, recently returned from 
an eight-year sojourn in Brazil, has 
been appointed media traffic di- 
rector. Bill McGrath, formerly an 
artist with Caterpillar Tractor Co., 
has joined the agency’s art depart- 
ment. Tom Van Ficken has joined 
the copy department. In the Min- 
neapolis office, Joseph Brush, for- 
merly assistant pr director for the 
Minnesota State Automobile Assn., 
|has been named pr director and as- 
sistant account executive. Sherm 
Peterson, manager of the Minnea- 
polis office, has been named vp. 
Lynn Bickett, recently named 
manager of the Jefferson City, Mo., 
office, has been named a vp. Imo- 
gene McLinney has joined the 
Jefferson City staff. The agency 
has added a new account, Master 
Corp., Wichita, maker of High- 
lander Scotch ovens. Promotion 


|plans include magazines and tv. 
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*TIME offers the biggest concentrated audience of - 2,100,000 
best customers ahd influential people in the United Pee | 
States today. Nevertheless, Kraus exaggerates. Not = 
all TIME readers eat cake. 
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McCall's scores biggest 


: in history in food and 


grocery product advertising 


| McCall’s gained 31% in Food and Grocery Product 

™ advertising linage for the first 6 months of 1957 over 

| the first 6 months of 1956... for a revenue increase of 
more than a million dollars. 


Both the linage and revenue gains were new records 
for any first six-month period in the history of the 
magazine. 


McCall’s dramatic gains are additional new evidence 
of the food industry’s reliance on the woman as the 
purchasing agent of the family, and on women’s serv- 


PAGES GAINED 
Number | Percent 


ice magazines as the most direct and economical way 
to reach her. 


Women rely on McCall’s for food ideas and sugges- 
tions because it is a use magazine—a housewife’s guide 


to new, attractive and time-saving ways to prepare 
food for her family. 


Because McCall’s editorially promotes use of foods— 
hence helps build faster turnover in the nation’s food 
outlets—it is a powerful direct force in moving prod- 
ucts from grocery store shelves to family tables. 


McCALL’S FOOD AND GROCERY PRODUCTS* 
ADVERTISING GAINS 


First six months, 1957, over first six months, 1956 


REVENUE GAINED 
Amount | Percent 


43 | 31% 


$1,117,600 | 40% 


MecCalls 


The magazine of Togetherness moves food and grocery products 
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